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The Butterick Trio 


Comprising 

The Delineator 
lic.—$l year 

The Designer 

10c.—50c. year 

New Idea Woman’s 
Magazine 
5c.—0e. year 


Reaching 1,600,000 
Homes 
About 10,000,000 
Prosperous Readers 


—Women who do their buy- 
ing in Retail Stores and 
who buy for their Homes, 
their Families, Children, 
Husband and for them- 
selves...... “The Cream of 
Good Customers in Amer- 
ica”......A group of con- 
sumers whose patronage 
alone is enough to assure 
the success of any good 
article. Your advertisement 
printed 1,600,000 _ times 
in one issue of the 
Butterick Trio reaches 
more readers, and costs you 
far less, than you could 
print for yourself and dis- 
tribute to readers of equal 
responsiveness and_ buying 
power. Trio Rate: $7,12% 
per agate line, An inch ad 
one time ($100) costs you 
1- of lc. per_ reader. 
A Page adonetime($2550) 
costs you about 1 of Ic. 
per reader, 


W. H, BLACK 
Mgr. of Advertising 
Home Office, Butterick Bldg. 
New York 
F, H. RAtsTEN 
Western Adv. Mgr. 
First National Bank Bldg. 
Chicago 








THE BUTTERICK TRIO. 
THE DELINEATOR ~ THE DESIGNER - NEW IDLA WOMAN'S MAGAZINE 
BUTTERICK BUILOING, KEW YORK 


WH. Black, Manager of Advertising = 


2 Per Cent Increase In 
News-stand Sales 


The Butterick Publishing Company takes 
pleasure in announcing to its advertisers that 
the net news-stand circulation of the DE- 
LINEATOR has increased 20 per cent 


Within a Short Period 


of Three Months. 


In these days of fluctuating and often de- 
creasing news-stand magazine sales, it is 
gratifying to note that the DrLINEATOR 
sales are going up by leaps and bounds. 


While news-stand circulation outlet isa 
minor factor in DELINEATOR distribution, 
yet the wonderful increase serves as a busi- 
ness barometer—one that registers true. 


Butterick circulation is already the lar- 
gest in the world—its business bring: 
ing efficiency is increasing in exact 
ratio with the increase of its circulation. 


WA 


Manager of Advertising 











1,600,000 FAMILIES . 10,000,000 PROSPEROUS READERS 
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PRINTERS’ INK 


AND OTHER MEDIUMS 





In each important commercial field there 
is at least one trade journal that reaches 
everybody worth while. In the field of adver. 
tising, Printers’ Inx is this journal. It is an 
absolutely independent paper, selling its ad- 
vertising space for cash only, and standing 
entirely upon its merits as‘a news medium 
for advertisers and an educative force in the 
advertising field. 

A glance at the advertising pages of any 
issue furnishes convincing evidence that its 
value is acknowledged by the leading publi- 
cations, both newspapers and magazines. 

On account of the high standing of Print- 
ERS Inx, a publication whose advertising 
appears therein takes on a certain prestige 
and worth in the eyes of Printers’ Inx’s read- 
ers, decause the advertising appears in the 
Printers Ink columns. The paper which 
advertises in Printers’ Ink is better known 
among advertisers than its competitor, no 
matter where the latter’s announcements are 
heralded. 

Will you, Mr. Publisher, invest a certain 
small amount weekly for your medium from 
now to Christmas? In thirteen issues of 
Printers’ Ink you can secure more wholesome 
publicity than will come to you in a like 
period by any other means. Write us at once 
for an outline of a suggested plan of action. 
If you are not getting your share of business, 
there is something wrong, and perhaps the 
aid of Printers’ Inx is all that is necessary to 
make it right. 


10 SPRUCE STREET, NEW YORK Zz 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., PoST OFFICE, JUNE 29, 1893, 


VoL, LX. 


BUILDING ON THE RE- 
TAILER. 

IT MAKES THE MANUFACTURER IN- 
DEPENDENT OF THE  JOBBER, 
WHILE RETAINING HIS  FRIEND- 
SHIP—ALSO  REINFORCES HIS 
GENERAL ADVERTISING—METHODS 
OF AN AGENCY THAT MAKES 
THE RETAILER A CENTRAL FIGURE 
IN GENERAL CAMPAIGNS—TRADE 
PAPERS IMPORTANT, TOO—THEIR 
CHEAPNESS AND EFFICIENCY. 


A large proportion of the 
money spent for clients by the 
Arnold & Dyer agency, Philadel- 
phia, goes into promotive work 
upon the retailers through whom 
clients market their goods, though 
the agency’s accounts are nearly 
all of a general nature. Trade 
and technical journals also play 
an important part in methods 
fully $60,000 worth of advertis- 
ing is now being placed annually 
in such publications. 

Most of the accounts handled 
by this comparatively young 
agency are new—that is, they 
have been developed among 
manufacturers who had _ never 
advertised to ,the consumer be- 
fore, but had built markets 
through regular channels’ of 
trade. This’ fact jhas had much 
to do with shapjng methods 
which accounts fi handled. 

“When a ufacturer ,who 
has always niarketed his goods 
through the jfébbing and whole- 
sale trade, gomes to consider ad- 
vertising tof the consumer, he has 
his thoughts directed forcibly 
upon de relations,” said 
George Dyer the other day. 
“Some tifmes he wishes to aban- 
don relatidf§ .with the jobber al- 
together, and go direct to the 
retailer with his.own drummers, 
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and to the consumer with gen- 
eral or mail order advertising. 
But more often he is concerned 
to preserve his jobbing relations 
and build upon them a general 
advertising propaganda that will 
increase his volume of business 
through the old trade channels. 

“The jobber is a factor in trade 
widely misunderstood by adver- 
ising agencies and manufacturers. 
A few years ago there was much 
talk of eliminating him—talk that 
really came to nothing, for the 
jobber still persists despite the 
reasons that have been evolved 
why he should disappear. To- 
day the manufacturer has aban- 
doned such talk, and resumed 
his allegiance to the jobber. His 
product has to create a definite 
demand on its intrinsic merit be- 
fore jobbers handle it. For this 
reason the manufacturer who has 
built up a large outlet through 
jobbers is almost invariably 
proud of it, and hesitates to do 
anything that will disturb rela- 
tions. In exceptional cases he 
may decide to throw the jobber 
overboard altogether and go direct 
to retailer or consumer. But 
usually he is pleased with the 
thought that a hundred drum- 
mers from this jobbing house, 
and fifty from  that,.“and two 
hundred from a_ third, are at 
such-and-such a moment on the 
road, covering ten,” different 
States, calling on all the retailers, 
and showing his goods without 
cost to himself. 

“Such a reflection is so com- 
forting to the average manu- 
facturer that he seldom sits down 
to figure out the real situation. 
The latter differs from his bright 
mental picture. Instead of sev- 
eral hundred drummers showing 
the retailer his product, that prod- 
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uct is only part of six trunks 
full of miscellaneous goods. It 
is piled on tables in the hotel 
sample-rooms with many other 
articles, and gets but a moment 
of time along with the rest. The 
drummer has neither opportunity 
nor incentive to study it, or dwell 
on its merits. When a jobbing 
house handles any product, it 
does so because there is a defi- 
nite call therefor. The jobbing 
house creates no demand, and 
it supplies the actual demand so 
mechanically and impartially that 
about four-fifths of it is never 
supplied at all. In other words, 
the manufacturer who is doing a 
business of $100,000 a_ year 
through jobbers, can be morally 
certain that there is at least 
$400,000 more business, ripe and 
waiting to be added to 
sales with little cost 
motive work. 

“Now, occasionally a manu- 
facturer comes around to a point 
where he views the true state of 
affairs instead of solacing him- 
self with thoughts of jobbers’ 
salesmen acting as his salesmen, 
free of charge. Sometimes he 
gets angry and throws the job- 
ber overboard. A certain manu- 
facturer in upper New York 
State did this. The jobber lost 
a very small fraction of trade on 
that one article. But the manu- 
facturer’s plant was idle six 
months until he could establish t 
relations with the _ retailers 
through his own drummers. 

“Another way of going about 
itis to begin building trade where 
the jobber doesn’t go, and to 
stimulate demand through the re- 
tailers by advertising that leads 
them to order more freely from 
the jobber. This is the method 
that our agency has followed m 
with a dozen accounts, and ex- 
plains why so large a proportion 
of our clients’ appropriations 
goes into literature for retailers, 
and into the trade journals. 

“There is always plenty of 
trade that the jobber doesn’t 
touch. He has no hold on the 
department stores, for instance, 
and the average manufacturer 
can go direct to them without in 
any way overstepping trade lines. 
But if every retail store in the 
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whole country were shut to the 
manufacturer who wants _ to 
maintain trade lines, he can still 
approach the retailer with cor- 
respondence and literature that 
will stimulate interest and lead 
to larger orders through jobbing 
channels. 

“Manufacturers like to believe 
that their goods sell because 
there is a demand for them. As 
a matter of fact, however, gen- 
uine demand is a rare thing. It 
may be said to exist in the case 
of great staples, and the bare 
necessities of life. When it 
comes to bread, the demand is 
actual. But ninety per cent of 
the commodities sold are depend- 
ent on whim and artificial de- 
mand. People don’t really need 
them. They merely think they 
do. There is no reason what- 
ever why a man should wear a 
white collar. The men’s collar 
industry rests on custom rather 
than real demand. It is a custom 
built up through nearly a cen- 
tury’s observance,, and most men 
wear a collar as -a matter of 
course, giving the subject no 
thought. But a man can _ live 
without a white collar, and the 
public could live without many 
of the things that are regarded 
as necessities. 

“If the manufacturer wants to 
carry his trade further than the 
jobber has carried it, he must 
take steps to give his product a 
dramatic setting that ‘will help 
along the.public’s notion that it 
wants that product. Left to take 
its chances in the jobber’s hands, 
his commodity has been growing 
more or less automatically. Here 
and there a consumer has been 
attracted by the commodity on its 
merits, without the arts of salcs- 

manship or advertising, and that 
has made trade enough to war- 
rant putting it in the sample 
cases of the jobber’s young men. 
Advertising will accelerate this 
process, and give the commodity 
a setting of desirability. The 
public can be persuaded through 
general advertising that this ar- 
ticle is something that everybody 
is wearing or using, that i! 
new, that it adds to the comfort 
or appearance. And the retaile: 
can be shown that the public is 

(Continued on page 6.) 
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One cf the proper functions of adver- 
tising is the creation of new desires and 
new needs among the people. This 
makes for a higher standard of living— 
it pushes civilization along. Twenty 
years ago no one felt any need for a 
‘‘snapshot” camera; to-day it is almost 
as necessary as a guide book to a tourist. 


If you have a commodity, or even an 
idea of a commodity, which would be a 
good thing for the people, you need not 
wait for them to ask for it. You can, by 
advertising, make them want it and then 
reap the rewards that come to the pioneer; 
and in the business world pioneering 
pays. 


THE SATURDAY EVENING Post has 
made pioneers successful. 


0,000 copies each week. 
’ 


THE CuRTIS PUBLISHING COMPANY 
PHILADELPHIA 


NEw YorRK Boston CHICAGO _ BUFFALO 
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thinking more about this one ar- 
ticle than about many _ other 
things he sells, and that it will 
be good policy for him to give it 
a little extra effort. 

“Go into the average retail 
store in any line of trade, and 
from eighty to ninety per cent 
of the goods carried are back on 
the shelves, or in boxes or store- 
rooms. Ten to twenty per cent 
of a stock comes in for occa- 
sional window display, special 
price offerings, and other promo- 
tion, due chiefly to timeliness. 
But the rest is carried out of 
sight, like thread, or safety pins, 
or baby-blue ribbon, to be brought 
out only when asked for. Many 
desirable novelties are carried in 
the same way, because the manu- 
facturer has never built up public- 
ity for them, or because, even 
though general advertising is 
running in the magazines, the 
pith and point of the campaign 
has never been impressed on the 
retailer. He stocks a little of the 
stuff because he is not certain 


that he can afford to ignore it al- 


together. 

“Now, our method of conduct- 
ing a general campaign is to di- 
vert enough of the expenditure in 
the retailer's direction so that he 
feels the dramatic quality of the 
propaganda, and its timeliness. 
We show him not only what is 
being done in magazines, newspa- 
pers, etc., to make a given article 
prominent, but impress upon him 
the necessity for swinging into 
this movement, and getting all 
he can out of it. The idea of 
being first in his town to identify 
himself with a new article is al- 
ways potent with the retailer, 
and he knows that early enter- 
prise on his part will often re- 
sult in making his store head- 
quarters for that article, 

“Some of this work on dealers 
is done through correspondence 
and literature. There are no par- 
ticular rules to be laid down as 
to copy, or number of pieces 
sent out, or size of list. These 
details are determined by the 
nature of the campaign. The 
copy is as good as we can make 
it. and contains all the elements 
of timeliness, interest and com- 
pleteness we embody in copy to 


advertise the same article to con- 
sumers. ‘There is something to 
be said about the value of trade 
journals for such work,. however. 

“No class of mediums is so 
little understood as the trade and 
‘technical journals. Advertising 
agencies often ignore them be- 
cause they pay no commissions, 
or because they seem costly in 
comparison with general medi- 
ums. Because a trade publica- 
tion with 10,000 circulation 
charges $40 a page for space, 
or four times what a general 
magazine gets, the agency often 
rules it out as too costly, forget- 
ting that the quality of readers 
reached is the main thing to 
think of, and that there is always 
at least one trade journal in each 
important commercial field that 
reaches everybody worth while. 
The manufacturer himself _per- 
haps has a slight opinion of his 
trade journals, regarding them as 
parasites on the industry, and 
giving little thought to the effort 
and money the publisher is put- 
ting into trade news, suggestion, 
technical articles, etc. 

“The way to use trade jour- 
nals is to take several pages of 
space and make announcements 
that immediately bring a new 
proposition before everyone in the 
trade. Not only the retailer is 
attracted, but hundreds of drum- 
mers learn of new goods, and a 
proposition, by the size of space 
alone, is made a matter of news 
and a subject of discussion. In- 
stead of comparing the trade 
journal with magazines, on the 
basis of cost per circulation, the 
agent and manufacturer ought to 
remember that, in a publication 
reaching 10,000 readers in a 
trade, at $50 a page, he can pub- 
lish a four-page announcement 
for two cents per reader, or 
a single page announcement 
for one-half cent per reader. 
This is cheap compared with cir- 
cularizing, for our experience has 
been that the average folder to 
the trade costs from five to eight 
cents per copy to place in each 
dealer’s hands, and isn’t an elab- 
orate folder at that, and arrives 
with none of the prestige of the 
trade journal. A four-page talk 
in his trade paper, though it 

(Continued on page 8.) 
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What other advertisers do is 
probably the best guide for you 
in selecting THE newspaper for 
your advertising. 


In Philadelphia the Evening 
Bulletin prints each day more 
local retail store advertisements 
than any other Philadelphia 
newspaper; many of these _ local 
advertisers use no other paper. 


They get results economically 
by concentration; because ‘In 
Philadelphia nearly everybody 
reads The Bulletin.” 


NET AVERAGE FOR JULY 


2 2 9,059 copies a day 


“The Bulletin’s” circulation figures are net; all 
damaged, unsold, free and returned copies have been 
omitted. 

Willlam L, McLean, Fublisher. 
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costs only two cents, always car- 
ries more weight with a retailer 
than an eight-cent folder. He 
would receive the latter, costing 
four times as much, as a small 
incident in the day's routine, He 
looks upon the former as some- 
thing wholly out of the ordinary, 
and is impressed with the amount 
of money the manufacturer is 
spending. 

“In furnishing the retailer ma- 
terial with which to make a dis- 
play and push the goods after his 
co-operation has been secured, i 
is advisable to spend money not 
only with liberality, but also in- 
telligence. We have sent out for 
some of our clients a number of 
posters by Penfield and Guernsey 
Moore, designed especially for 
retail aids, and the character of 
these was so far above the or- 
dinary display stuff furnished by 
manufacturers that it assured a 
first-class special showing for 
goods without any other argu- 
ment whatever. The retailer gets 
tons of placards, window layouts, 
etc., but few that are worth put- 
ting up. Most of them are drawn 
by sign artists. There is little 
real competition for the retailer’s 
windows. What a manufacturer 
ought to send the dealer is stuff 
he would not be ashamed to put 
into his own windows. We go a 
little better than that, and send 
him designs that he would as 
willingly put into his own home. 

“Another element in such trade 
work is literature for distribu- 
tion by the retailer to his own 
customers. Our experience with 
this has shown that best results 
are secured through producing 
booklets, etc., of exceptional 
quality and then selling it to the 
retailer. If the stuff is out ofthe 
ordinary, and carries unmistak- 
able advertising value, he is al- 
ways willing to pay for it, and 
when he buys advertising matter 
you may be certain he puts it out 
carefully.” 

pa Sagi oe 
FRAUD ORDER. 

Francis, of Louisville, adver- 
“love drops” at half a dollar a 
bottle. Fish, who took the bait, got a 
sample of cheap and rank perfume. 
The postman does not stop at the doc- 
tor’s office any more.—American Per- 
fumer. 


Dr. 
tised 


IS BUSINESS 
RANCE. 

Advertising is business  insarance 
and it’s better than fire insurar:e in 
one respect. At 12 o’clock noon onc 
year from date your fire iisurance 
policy expires and protection with that 
policy ceases right then and there. Not 
so with advertising. The protection is 
continuous and it multiplies. It gatl 
ers in strength and the dollar spen 
two years from to-day is worth to you 
twice the dollar spent to-day if,. you 
keep up_your advertising in the mean- 
time, Each year as your advertising 
continues the same amount of n ney 
buys you more protection. Thougn it 
is impossible to figure the cumul: ti 
effect of advertising, it is a well estab- 
lished fact that the longer you aidver- 
tise, the more effective your advertis- 
ing will be.—Results. 

++ 


Don’t try to run your business while 
giving your mind a vacation.—Burba’. 
arbs. 


ADVE mites 











CIRCULATION GAINS | 
IN SUMMER 


are in evidence only 


When a Paper isin Demand 


Circulation that comes to a paper 
on its merits is the kind that brings 
results to advertisers. In Chicago 
there are many newspapers, but 
none show gains like the 


RECORD- HERALD 


Circulation for August : 


Daily, Sunday, 
exceeding exceeding 


153,693 219,469 
Gain over Gain over 


last year last year 
exceeding exceeding 


14,123 22,589 


Chicago Record-Herald 














Lincoln Freie Presse 


GERMAN WEEKLY, 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in bookkeeping, 
postage and electros. Rate, 35 cents. 


Actual average circulation 149,281. 
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GOOD GENERAL PUBLICITY 
—A SCARCE ARTICLE. 


Why is there so little good 
general publicity? 

We have heard many lectures 
agairst all general publicity, 
and advertisers are urged to give 
reasons, make an extended argu- 
ment, etc., in all their announce- 
ents, even for the most trifling 
commodities, 

sound enough reasoning. 

And yet, some hundreds of ad- 
yertisers of long experience, like 
the Pears’ soap, Sapolio and 
Pearline concerns, find it sufficient 
to embody their whole advertising 
story in a picture, a phrase, an 
idea. These seem to sell goods. 
The “reason why” advocates as- 


_sert that their kind of copy would 
sell more goods. But 
’ the general publicity 


some of 
advertisers 
appear to be satisfied to stick to 
the old-fashioned method. 

Now, if general publicity pays, 
and is to continue, why isn’t it 
done better? When the whole 
story of a commodity is em- 
bodied in a phrase, the object 


of that phrase is to stick out and 


be noted for its pithiness and 
remembered for its novelty. But 
very few general publicity adver- 
tisers have hit a style that is 
memorable, distinctive, even in 
excellence from year to year. 
Most of it is flat. 

Sapolio ads are always good. 
They have a simplicity that, to 
the “reason why” advocates, is 
childishness. But perhaps this 
kindergarten element alone makes 
them attractive. Pearline ads 
usually contain something worth 
remembering. There was _ the 
“Katy did” and “Katy didn’t” 
card, for instance—showing the 
woolen garment that Katy 
washed with this powder, un- 
shrunk, and the one she washed 
with something else, shrunk to 
the dimensions of a postcard. A 
new card now running in the 
street cars bears simply the 
phrase, “Give up your seat to the 
woman who doesn’t use Pearline 
—SHE NEEDS IT.” 

Such advertising phrases as 
these carry the impression of 
“"Nuff said.” They have point, 
and are memorable. They can 


even be repeated and commented 
upon by readers, and perhaps are 
to a greater extent than is be- 
lieved. It is not fanciful at all 
to imagine that a constant cur- 
rent ot such pithy advertising, 
ever running in cars and period- 
icals, as the Pearline and Sapo- 
lio ads do, will in course of years 
bite into the public consciousness 
deeper than lengthy parchments 
and analyses, details of pro- 
cesses and _ pathology. Sapolio 
is Sapolio, after all, and Pearl- 
ine a washing powder. This 
sort of advertising has made 
them standard, and it seems 
to be the task of the new- 
comers in that commercial field 
to demonstrate and reasonwhy. 
But why isn’t there more pith 
and point to such advertising? 
Occasionally the National Bis- 
cuit posters strike a witty note. 
Once in the year a Pears’ soap 
page strikes thirteen and isn’t too 
awiully British in making its 
point. But genuine wit in this 
short phrase publicity is so rare 
that the few commodities con- 
spicuous for it rise immediately 
to mind. General publicity that 
has brevity, tone, style, seems 
difficult to get hold of. The Sapo- 
lio manufacturers have for years 
conducted a sort of editorial de- 
partment that receives ideas and 
suggestions, sorting over a mass 
of mediocre offerings and paying 
for the few good things accepted. 
The Pearline advertising, too, is 
managed with a great deal of 
care on the editorial end, money 
being spent for fine photographs 
and good phrases. But the every- 
day run of general publicity 
bears the mark of the hard- 
worked agency hack, forced to 
grind out ideas that are just 
passable. Perhaps this is the 
reason there is so little good 
stuff of the kind—that advertisers 
will not hunt for it and pay the 
price when found, 








Seth Brown, Chicago. 


The scientific application of the principles of 
advertising to your business will vitalize —, 
$ of your investment. Book “Oth nm People 
Talk About Brown” tells of my wo wk 
Book L, “Advertising Facts and Fallacies, 7? 25 
cents, sett BROWN, Chicago. 


ADVERTISING PLANS AND COPY, 
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THE ADVERTISER. 


The advertiser, whether he is 
conducting a local or a national 
business, should be courageous, 
patient, systematic, and, to some 
extent, original. 

Few of the many men _ who 
have won fame and _ fortune 
through advertising can say that 
they have made no costly mis- 
takes—unless, indeed, it can be 
said that no mistake is costly un- 
til it is made a second time. It 
requires courage to begin adver- 
tising in nine cases out of ten, 
but little compared with that re- 
quired to continue advertising 
after making a wrong start, or 
after a set-back, at any stage, due 
to a mistake in method or in the 
choice of media, or to misplaced 
confidence in the thing advertis- 
ed. It requires patience to wait 
for results to show whether the 
plan chosen is faulty. 

But it is neither courage nor 
patience that keeps an advertiser 
on a wrong course until he vields 
to despair; it is a species of van- 
ity. Call it stubbornness, if you 
will; it comes to the same thing 
in the end. All stubbornness is 
the outcrop of vanity. Call it 
determination to win along a cer- 
tain line, and again the idea of 
stubbornness presents itself. 

Many non-advertisers and 
more than a few advertisers are 
obsessed with the idea that there 
is something mysterious about 
advertising, and that one must 
necessarily be endowed with an 
occult faculty of some sort to be 
able to prepare and promote ef- 
fective publicity. This delusion 
prevents men of one type from 
trying to write ads and so de- 
veloping whatever talent they 
may possess in this line, and 
they either refrain from adver- 
tising or else pay others for do- 
ing the work they themselves 
could do as well or better. 

It causes men of another type 
to search the dictionaries for long 
words to take the place of short 
ones, to cudgel their brains for 
cleverly-turned phrases to take 
the place of simple statements of 
tact. 

It does not require any great 


amount of special talent to pre- 
pare good, strong advertising 
matter, for, after all, it is plain 
commonsense talk, human _ talk 
that accomplishes the greatest 
results. When the idea of mys- 
tery is done away with, when the 
silly notion that fanciful words 
are hypnotic is abandoned, when 
fine phrasing is regarded as non- 
essential, the preparation of cf- 
fective ad copy is less difficult 
than is the finding of a good ex- 
cuse for letting a poor ad appcar 
in print. 
Generally speaking, the _ ser- 
vices of a specialist are worth all 
he asks. I am not speaking of 
the self-styled expert who is pre- 
pared to dash off an ad for boots, 
bon bons, clothes or automobiles 
at a moment’s notice and can 
grind out a whole series for all 
Of them in a day and a half, | 
refer to the man who wants the 
run of the place, a second talk 
with the proprietor, if occasion 
requires it, and the privilege of 
making inquiries of workmen, 
heads of departments and clerks, 
so that when he gets down to ad- 
writing he will be armed with a 
knowledge of what he is writing 
about and the points to be played 
up. He wants facts and won't 
write ads until he gets them. 
Progress is impossible .to a dis- 
couraged advertiser, and dis- 
couragement is often brought on 
by trying to cross the bridge be- 
fore it is reached, Try not to 
anticipate failure; wait for the 
accumulative results of your ad- 
vertising, which may be_ slow, 
but is sure, if your proposition is 
good and is properly presented. 
—The Haberdasher. 


—_—_—__+>>—_——- 


ADVERTISING is a business; it is full 
of the very best and soundest prin- 
ciples of this serious old business 
world and in applying it we should 
measure it to the exigencies of all sur- 
rounding conditions,—Practical Adver- 
tising. 








ADVERTISING IS A 
SCIENCE. 


For twelve years l’ve fought s of that st: ane 
ment but the work I’m doing ,* Advertis¢ 
forces me to admit it, Evidence: Book I, mother 
P eople’ 's Talk About Brown.” sent free. Book J, 
Advertising Factsand Fallacies,” 24 cents, STH 
BROWN. Chicago. Advertising Plans and Copy. 
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THE ELECTRICAL COW. 


Soldiers’ Home, 

CHELSEA, Mass., August 20, 1907. 
Editor of Printers’ INK: 

I am enclosing you an advertisement 
that I desire your opinion on as to its 
pulling qualities. It was run in the 
Boston Herald of August 19. Do not 
spare my feelings, but commend or 
condemn either adversely, diversely, 
obversely, reversely, or conversely as 
may seem to your judgment correct, 

That bunch of fireworks above Mrs. 





: “IT IS ORDAINED 
that the products of 
Hood’s Jersey Herds be 
ever Peerless in Purity — 

Faultless in Flavor.” 
That inimitable “Jersey taste” pe- 
culiar to HOOD PRODUCTS is an 
inheritance from the bosky herbage 
over which our Jersey Cattle browse. 


anne IO 





Jersey’s head is intended to represent 
electrical energy that is eventually 
transmitted from the brain of the 
bovine to the milk, so that they who 
partake of this lacteal fluid will become 
permeated with electricity, thus renew- 
ing the strength of the weak and the 
youth of the aged. 

I shall await your remarks, either 
pro or con, with considerable interest. 
Sincerely yours, 

Epwin E. SMALL. 


We are indebted to Mr. Small 


for his explanation concerning 
the meaning of the magic wand 
held so gracefully over “Mrs. 
Jersey’s” head. Until we _ read 
the explanation the wand was 
taken to be a branding iron of 
improved model. 

The illustration possesses grace, 
and is well balanced, but nowhere 
outside Boston do the people 
want to have electricity mixed 
with dairy products. 

And what about the sentence 
beginning “It is ordained,”— 
what does it all amount to? The 
sentence which follows is the 
best part of the whole advertise- 
ment. The “Jersey taste” and 
“bosky herbage” ought to incline 


many a Bostonian toward Hood’s 
products. 


+ 


AN UNDEVELOPED POSSIBILITY. 


The Umbrella proposition is one that 
appeals very strongly to an advertising 
man. Here are some of the reasons 
why a_ well-planned advertising cam- 
paign, for the purpose of creating de- 
mand on the dealer for umbrellas would 
be a sure winner: The advertiser 
would have the field to himself—as no 
umbrellas are nationally advertised. By 
advertising two or three grades, he 
would count on ready buyers among all 
classes. Each grade should bear the 
name and trademark of the manufac- 
turer, and the purchaser should be edu- 
cated to the extent of knowing just 
what grade to call for at the stores, the 
price of each grade, and where to look 
for the name of the manufacturer and 
trademark. 

The styles in umbrellas do not 
change, at least not the kinds used by 
men, and for general family use, con- 
sequently the proposition is materially 
simplified and the advantage to the ad- 
vertiser is all the greater. 

Of course, no definite, off-hand an- 
swer can be given to this question, but 
it is safe to say that a liberal advertis- 
ing appropriation to start with, wisely 
spent in advertising the right kind of 
umbrellas, would create a demand for 
the advertised goods, the possibilities of 
which are unsurpassed in any single 
article of general use not now adver- 
tised.— Agricultural Advertising. 








65 percent of 
the subscribers 
to the 
SPARE MOMENTS 
Magazine 
Garry Life Insurance 


Put SPARE MOMENTS 
on your next list. 





Leonard Darbyshire, Inc., 
Publisher, Rochester, N. Y. 
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LESS WASTE SPACE, 
PLEASE. 


It has been demonstrated be- 
yond a doubt that advertisements 
have decided news value and that 
newspaper circulation wanes 
when, for any reason, certain 
regularly carried advertising, as 
for instance department store ad- 
vertising, has been withdrawn. 

This being so, it is not to be 
considered strange that the de- 
partment stores utilize every inch 
of the vast space taken by them, 
using small type oftentimes in 
order to get in great quantities 
of matter; but it is to be con- 
sidered strange that so many 
other advertisers do not make 
use of the space they buy but 
rather let it run to waste. 

Of course there are many ex- 
amples of tremendous waste of 
space; but one will be sufficient 
as an illustration. In the Boot 
and Shoe Recorder appears an 
advertisement of the Batchelder 
& Lincoln Company. Full page 
space is taken and in that space 
there are displayed not more than 


thirty words in addition to the 


firm name. Type of a size ap- 
proximating two inches is used. 
In other words the page of the 
shoe journal is treated exactly as 
though it were the surface of the 
bulletin board in some farmer’s 
field beside a_ railway where 
sixty-mile-an-hour passengers are 
to be reached. Evidently the 
people who thus use, or disuse, 
the space have sized-up the read- 
ers of the Boot and Shoe Re- 
corder as being rapid people who 
can see no more than __ thirty 
words to a page. Either that is 
the case or they consider that 
they will obtain sufficient value 
for their money if they but keep 
the shoe world informed of the 
fact that the firm of Batchelder & 
Linc6ln is still in business. But 
this firm would have received 
more than what they considered 
sufficient value had they put more 
matter in their ad. 

My contention is that if a 
reader is interested in knowing 
that a certain firm is still in busi- 
ness, the same reader will be, at 
times at least, interested in read- 


PRINTERS’ iNK. 


ing what that firm may be able to 
say about itself, even though it 
may take a thousand words a 
week to the telling, and five min- 
utes a week to the reading of the 
tale. For this reason, I was 
pleased to see in the same jour- 
nal the full-page advertisement 
of Morse & Rogers, in which ad 
“Louie the Shoeman” talks a 
thousand words and, in addition, 
there is given a_ six-inch-square 
of solidly printed tabular matter 
of prices and sizes. 

Some may say that no one 
wants to wade through a thou- 
sand words, or to read a lot of 
fine type. I would remind such 
that the man who does not wish 
to read the whole of such an ad 
as that of Morse & Rogers need 
not do it—there is no “string” on 
him; but if he reads the firm 
name and thirty words more that 
were set in display size, he will 
have gotten as much for his 
money as if he had read the en- 
tire advertisement of the Batch- 
elder & Lincoln Company; while 
some less rapid person would be 
able to get not only full valuc 
from the B. & L. standard, but 
fifteen hundred words of good, 
sound M. & R. shoe sense for 
nothing. 

The fully-filled space where the 
ad-talks change frequently, that 
is as to the wording, if not al- 
ways as to the ideas, is space that 
is fully paying its way, and the 
journal that publishes’ a_ large 
number of such informative ad- 
vertisements is giving specially 
good value to its subscribers. 

I like the advertising pages 
that are handled by the ad-man 
as a newspaper editorial page is 
handled. The Morse & Rogers 
page, referred to, is such. [I 
venture to say that many readers 
of the Boot and Shoe Recorder 
follow the talks of “Louie” regu- 
larly. Some months ago, Sur- 
gery, Gynecology and Obstetrics 
ran a full-page ad of the Searle 
& Hereth Company, constructed 
after this order, the adwriter dis- 
cussing editorially each month 
certain of the drug preparations 
made by his house. A late ad- 
vertisement running to four pages 
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in the Boot and Shoe Recorder, 
inserted by Roberts, Johnson & 
Rand entitled “The Evidence” is 
of the editorial-news type, as is 
also the advertising being run in 
the drug journals by Taylor 
Bros., the clinical thermometer 
people. These advertisements are 
marked as chapters, as of a con- 
tinued story, each chapter being 
complete in itself, the effort being 
made, however, to maintain the 
interest of the reader throughout 
the entire series. 

Not only is the 
tioned news-editorial advertis- 
ing good advertising from the 
point of view of the information 
given, but it is attractive adver- 
tising, and is, moreover, a pleas- 
ant, restful change after the 
weary sameness of the wilderness 
of advertisements gotten-up after 
the common style, 

I believe that a good deal is 
added in effectiveness to the ads 
of which I have been speaking by 
the fact that the type used has 
approximated that-of the reading 
pages of the journals used, this 
both in size and style. 

A good illustration of the use 
of type that matches fairly well 
the body type of the journal is to 
be found in the advertisements of 
the Wagner Company, makers of 
static machines, the ads running 
in the Journal of the American 
Medical Association and in other 
medical papers. Another illus- 
tration ot the same thing is the 
column ad of the Ethridge Com- 
pany in Printers’ INK, This ad- 
vertisement is also to be praised 
for the information given, a solid 
column being used for the pur- 
pose of saying something worth 
while rather than being made a 
simple sign-board, giving name 
and business. 

I claim that the manager who 
says to his adwriter, “Don't put 
more in your space than can be 
printed in type two inches high” 
is, himself, pessimistic and is 
sceptical of the public response 
to his advertising. 


-- 


above-men- 


Wit three meals ahead and the 
advertising columns open to him, a 
man ought to be able to conquer the 
world.—Burba’s Barbs. 


13 
You properly enough 


spend money to apprise 


the dealer as to the 
merits of your product ; 
but in his trade transac- 
tions the dealer follows 
the lines of least resist- 
He 
much interested in the 


particular MAKE of the 
article he sells as he is 


in the PROFIT, and the 
ease with which the 
sale is made. The busy 
dealer does not waste 


ance. is not so 


his energy pushing your 
goods. HE WANTS 
THE LINE THAT 
SELLS, and that line, as 
a rule, is the one with 
the merits of which the 
consumer is familiar. 
This is where advertising 
to the consumer counts 
with the dealer. 


The Breeder’s Gazette man would like to 
talk it over with you. You incur no obligation 
in asking him to call. 


Address The Breeder’s Gazette man at 358 
Dearborn St., Chicago, or 725 Temple Court, 
New York City. 
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THE THEATER PROGRAMME 
AS AN ADVERTISING 
MEDIUM, 


TWENTY YEARS THE 
UNATTRACTIVE, COM MONPLACE 
HANDBILL HAS BEEN DEVELOPED 
INTO AN INTERESTING, WELL 
PRINTED ‘‘MAGAZINE” THEATER 
PROGRAM ME, 


IN LESS THAN 


The theater programme of to- 
day is considered to be a good 
medium by many _ advertisers 
throughout the United States, but 
nowhere else has it reached the 
high state of development at- 
tained in New York, the city of 
theaters and the gathering place 
of visitors with money to spend. 

A Printers’ INK reporter re- 
cently called at the plant of Frank 
V. Strauss & Company, 108-114 
Wooster street, New York City, 
and in response to his inquiry as 
to the usefulness of the theater 
programme to an_ advertiser, 
Ralph Trier, secretary and gen- 
eral manager of the company, 
said: 

“Our business is the publishing 
of attractive theater programmes 
and the collecting of interesting 
reading matter and advertising to 
appear therein. We were the 
first people to lift the programme 
from the commonplace into the 
high position it occupies to-day, 
and we are improving it every 
year. We have the programme 
privilege in fifty theaters, located 
in New York, Brooklyn, Jersey 
City, Newark and Paterson, and 
it keeps us hustling all the time 
during the season from Septem- 
ber to the first of June to give 
our patrons the best serv ice. All 
the work in connection with the 
publication of our programmes is 
done right here on the premises, 
and in the busy season we employ 
over a hundred hands—composi- 
tors, pressmen, folders, etc. We 
also have a large force of adver- 
tising solicitors. From ten to 
fifteen thousand programmes are 
used by each theater every week; 
they get a fresh supply from us 
daily and our presses are running 
continually to turn them out fast 
enough. Our reading matter, 
which is edited by a capable per- 
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son, is changed weekly and we al- 
ways make it interesting, A 
great many of our advertisers 
change their copy every week and 
the detz il work in connection with 
our business is enormous.” 

“What are the strong points in 
favor of programme  advertis- 
ing?” 

“First, I believe, 
tising attracts ‘attention. We 
have received letters from users 
of our space telling of the large 
returns traceable to our service. 
In the make-up of our programmes 
nearly all of the advertising is 
next to reading matter and is 
bound to be seen; the average 
programme will run _ forty-eight 
pages and the amount of reading 
matter depends on the number of 
pages. Then you must figure on 
the number of visitors coming 
into this city every day in the 
fall and winter. Two hundred 
and fifty thousand daily would 
be a low estimate. A large per- 
centage of these take in at least 
one show while ‘here and many 
of them carry the programmes 
home as a souvenir of their visit. 
Thus the advertiser reaps the 
benefit of an increased  circu- 
lation. 

“The majority of our advertis- 
ers have been with us right along 
and come with their contracts 
regularly year after year; others 
will drop out for one season only 
to begin using space again the 
next, but new programme adver- 
tisers are developing right along. 
The theater -programme is a 
mighty good proposition, when 
prepared in the shape ours is. 
This summer we ran some sixty- 
eight page programmes for roof 
gardens in New York, and about 
all of the space was bought by 
wholesale houses and used to tell 
their story to the retail mer- 
chants, and the advertising pro- 
duced splendid results.” 

“While a large portion of our 
business comes from local adver- 
tisers, within say a radius of fifty 
miles of New York, we have al- 
ways interested the big advertis- 
ers all over the country. Among 
the general advertisers who use 
our space steadily are the Ameri- 
can Tobacco Company, Wilson 


that the adver- 
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Distilling Company, Singer Man- 
ufacturing Company, Lord & Tay- 
Jor, “4711” Soap, Garfield Tea 
Company, G. F. Henblem & 
Brother, Smith Brothers’ Cough 
Drops, Buchan’s Soap, Cadillac 
Automobile, Mathieson Company, 
Andrew Jergens Company, Men- 
nen’s Talcum Powder, Omega 
Oil and Majda Cream. 

“A new idea to be started this 
season is a full-page drawing by 
a well- bed artist to appear in 
every issue. The drawings will 
be changed weekly, and are so 
good that they will be framed 
and preserved in in many instances.’ 


SWIFT FOLLOW. “UP. TO SELL 


The motor-car is proving a valuable 
accessory in the real estate business in 
certain Texas districts. Farm lands, 
far out from the city, are shown to 
the prospective purchaser and _ sold 
while he is still under the impression 
that he has traveled but a mile or two. 

A syndicate of New England men 
are reported to have bought a large 
tract of land in the Panhandle, and 
are selling it off to settlers for farms. 
The New Englanders, so the story 
goes, are wealthy men and _ have not 
only come down to their lands, but 
have brought their families and a. lot 
of speedy automobiles. The ground is 
perfectly level in that section of the 
State and is ideal for automobiling. 
When a trainload of land-seekers ar- 
tives, these thrifty New Englanders 
have their autos at the station, and, 
with their nicely dressed people, it gives 
the place a gay and attractive appear- 
ance to the tired travelers after their 
long and wearisome ride through Kan- 
sas and Oklahoma. One of these visi- 
tors gives the following experience: 

“We arrived at the station in the 
morning, and a gentleman stepped =. 
and asked me if I was looking for 
farm. I told him I was. So he Png 
vited my wife and myself to get in 
his auto and he would show us a few 
of the tracts in that vicinity. We 
started off smoothly and rapidly, and 
as we rode’ along our host pointed out 
various nice farms they had sold and 
talked about the various soils, keeping 
us well interested. Finally we reached 
a tract of splendid farm land, which 
just suited us, and we bargained for it 

right there. We sailed back to town, 
reaching there in time for an early 
dinner, having had a most pleasant 
morning ride. I bought the land and 
was well pleased. 

“T thought my land was fifteen or 
sixteen miles out, as it had taken so 
little time to get..there. The day be- 
fore we had planned to leave I hired 
a team to ride out and see the place 
again, taking my wife with me. We 
started in the morning and _ never 
reached my farm until the third day, 
and it required three days more to re- 
turn to the railroad station.”—Auto- 
mobile, 


When a good printer is 


aiso a good catalogue 


maker, his experience, 


which may represent the 
difference between a fine 
catalogue and an indif- 
ferent one, really costs 
you nothing. 


We are both skilled 
catalogue makers and 
good printers. 


American Bank Note 
Company 
86 Trinity Place, New York 


GRADE GOODS 
“COMFORT.” 

I know of an advertisement meas- 
uring less than two inches, describing 
an article averaging $75 each sale, ‘that 
has been continuously run in Comfort 
for the past thirty-six months without 
missing an_ issue, The advertiser, 
who three years ago had no money 
and whose only capital and_ entire 
stock in trade consisted of an_ idea, 
good horse-sense anda practical knowl- 
edge of mechanics, inserted his first 
copy in Comfort, Munsey’s and a 
couple of other high-grade magazines, 
as a test, getting credit for $300. This 
man now owns a good establishment, 
has a fine home, horses, carriages, etc., 
and money in the bank. He still ad- 
vertises in Comfort summer and _ win- 
ter, although he has dropped cut of 
some of the mediums that sell for a 
higher price.—Judicious Advertising, 

———~ter— 

UnpeEr no circumstances would an 
inexperienced man be trusted with the 
selection of a machine employed in 
manufacturing, yet the machines for 
marketing—the trade and _ technical 
journals—are often chosen and _ used 
by those who know them only by name 
and reputation, and who know only 
in the most general way the class of 
work each is intended for, or actually 
does perform.—Selling Magazine. 

ag 

On October 1st the 
price of Suburban Life will 
vanced to $3 a year. 





HIGH IN 


subscription 
be ad- 
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A Roll of Honor 





No amount of money can buy a place in this list for a paper not having the 


requisite qualification. 


Advertisements under this caption are accepted from publishers who, accord- 
ing to the 1906 issue of Kowell’s American Newspaper Directory. have submitted for 
that edition of tne Directory a detailed circulation statement. duiy signed and datea, 
also from publishers who for some reason failed to obtain a figure rating in the 196 
Directory, but have since supplied a detailed circulation statement as described above, 
covering a period of twelve months prior to the date of making the statement, sucn state- 
ment being available for use in the 197 issue of the American Newspaper Directory. Cir- 
culation figuresin the ROLL of Honor of the last named cnaracter are marked with an (>), 


These are generally regarded the publishers who believe that an advertiser has a right 


to know what he pays his hara cash for. 


The full meaning of the Star Guarantee is set forth in Rowell’s American 
Newspaper Directory in the catalogue description of each publication possessing 
it. No publisher who has any doubt that the absolute accuracy of his circulation 
statement would stand out bright and clear after the most searching investigation 

would ever for a moment consider the thought of securing and using the Guarantee Star. 


ALABAMA. 
Birmingham, Ledger, dy. Average for 1906, 
22,419. Best advertising medium in Alabama, 


Montgomery, Journal, dy. Aver. 1906, 9,844, 
The afternoon home newspaper of its city. 


ARIZONA. 


Phoenix. Republican. Daily aver. 1906,6.478. 
Leonard & Lewis, N. Y. Reps., Tribune Bldg. 


ARKANSAS. 


Fert Smith, Times. Evening (except Sat.) and 
Sunday morning. Daily averaye 1906, 4,228. 


CALIFORNIA. 

Oakland, Herald. Average 1906, 
19,667; July 1907, 28,189. Only Cali- 
Sornia daily circulation guaranteed by 
Rowell’s Directory. 


San Preurince, Sunset ee. goik 
literary; 192 to e8, 5x8. Average circula- 
tion chun months venting July, 1907, 91,428. 
Home Offices, Flood Building. 


COLORADO. 


Denver Post. Circulation—Daily 59,674. 


Sunday 84,411. 

The figures Tells RESULTS. 

62 The absolute correctness of the latest 
circulation rating accoraed 
the Denver Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 
the first person who success- 
fully controverts its accuracy. 


CONNECTICUT. 


Bridgeport, Evening Post. Sworn dy. av. ’06, 
11,268, 


Bridgeport, Morning Telegram. daily. 
Average for Aug. 1907, sworn 11,4890. 
You can cover Bridgeport by using 
Telegram only. Rate, ic. yer line, flat. 


UA 
ot 
TEED 


Meriden. Journal, evening. Actual average 
for 1906,7,580. First four months 17, 7.784. 

Meriden. Morning Record and Republican. 
Daily average for 1905, 7,573; 1906, 7,672. 

New Haven, Evening Register,dy, Annual 
sworn aver. for 1906.14 651; Sunday, 11,662, 

New Haven, Palladium. ay. Arer,1905, 8,6363 
1906,9,549. E. Katz, Special Agent, N. ¥. 





New Maven. Union. Average 1906,16,481, 
First 3 mos., '07, 16.582. E. Katz, Sp. Agt., N.Y. 

New London, Day, ev’g. Aver. 1906, 6,104; 
aver. for August, 6,790. Rates cirect. 

Norwalk,tvening Hour. Daily average guar 


anteed to exceed 8,200. Sworn circulation 
statement furnished. 


Norwich. Bulletin, morning. 
50 


Average for 
1905, 5,920; 1906, G, . 


>: June, 1907, 7,259, 


Waterbury. Republican, dy. Aver. for 1905, 
5.645; 16, 5.95%. La Coste & Maxwell. 


DISTRICT OF COLUMBIA. 
Washington, Evening Star, daily and Sun- 
day. Daily averaye for 196. 85.577 (@©©). 
FLORIDA 
Jacksonville, Metropotis, dy. Av. 1906, 9,482, 
‘st 6 mos. 1907, 10,692, E. Katz, Sp. Agt., N. \. 
GEORGIA. 
Atlanta, Journal, dy. Av. 1906, 50,8527. Sun 
day 57,988. Semi-weekly 74,916, The Joui- 
nal covers Dixie like the dew. 


IDAHO. 


Bolse, Evening Capital News, d’y. Aver. 1906. 
4,808; ‘average, July, 1907, 6,188, - ; 


ILLINOIS. 

Aurora. Daily Beacon. Dail; 
1905, 4,580; 1906, 6,454. ee ar 
Cairo, Citizen. Dail " ist. s 
1907, 1,585. ec y average ist. 6 months, 


Champaign. News. Guaranteed larger circu- 
lation than all other papers published in the twin 
cities (Champaigu and Urbana) combined, 


Chiengo, Bakers’ Helper, monthly ($1.00 
Bakers’ Helper Co. Average Jor 1906, 4,017 (@©.. 

Chiengo, Breeders’ Gazette, wy.; $2.00, Aver. 
circulation for year 196, 70.000. 


Chieago, Dental Review, monthly. 
average for 1905, 8,708; for 196, 4,001. 


Actual 


Chicago, Examiner. Average 
r 1906, 


So 
649,846 Sunday, 
178,000 Daily. 

_Guarantees larger circulation in 
city of Chicago than any two 
other morning papers combined. 

A Has certificate from Association 

of American Advertisers. 

Circulation for \ Sunday, 717,681, 
February. 1907:5 Daily, 192,271. 

_ Absolute correctness of latest circulation rat 

ing accorded the Chicago Examiner is guara! 

teed by the publishers of Rowell’s Newspapet 

Directory. 


UA 
ete 
TEED 
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One Milton and a Quarter Copies 


2 
, of every issue of & 
pei OMFCRT 
sa or go oul Wrapped 
1e 1906 
y= ee iy e 
<a — Uke this. 
Fight 
prican 
lation 
= 
3.481, 
i. Quarter copies of a magazine even in bundles 
ol dozens. fifties, and hundreds would be quite a task But few 
ation Y people realize the immense amount of detail work entailed in mail- 
ag Y ing a Millon and a Quarter copies of a magazine, each copy in a 
* 1905, separate wrapper to just that number of individuals. Yet this is 
A. done by COMFORT every month, year in and year oat. Further, 
- Sun- the copies are routed according to Post-offices and States, and are 
- sorted and sacked in such a way that they go direct to their dest- 
482, f nation practically without handling by the Post-office, other than 
\o transport and deliver. COMFORT employees doa large portion 
ae of the work which would otherwise be done by the Post-office. 
This is done to expedite the transmission and delivery of copies ce 
1906, of COMFORT and insure the advertiser getting quick returns. 
» for 
iia. t's “the every copy in a separate wrapper” feat 
a ure of COMFORT'S circulation which largely ex- 
twin " plains the splendid results which advertisers ge! 
“ty who use its columns. Ask any advertising agent 
Aver. about COMFORT, or write to 
tual 
— 
W H GANNETT, Pub., Inc 


min AUGUSTA, MAINE 
oa | 


YORK 1105 Flatron Bldg CHICAGO. 1635 Marquetie Bldg 
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Chiexgo, Journal Amer. Med. Ass’n, weekly. ; 


Averaye six mos., Jan.to July, 1907, 51,2130, 

Chicago, Kecord-Heraia. Average 1906, daily 
141,748; Sunday 211,611. Average July, 1907, 
exceeding daily 162,420; Sunday 280,181. 
t@™The absolute correctness of the latest 
circulationrating accorded 
the Chicago Record-Herald 
is guaranteed by the pub- 
lishers of Rowell’s Americar 
Newspaper Directory, whic 
will pay one hundred dollar: 
to the first person who successfully cor 
troverts its accuracy. 


UA 
Oot 
TEED 


Chicago, The Tribune has the largest two-cent 
circulation in the world, and the largest circula- 
tion of any morning newspaper in Chicago. The 
TRIBUNE is the onty Chicago newspaper receiv- 
ing (OO). 


Joliet, Herald evening and Sunday morning. 
Average for year ending April 30, 1907, 7,871. 


Peoria, Evening Star. Circulation guaranteed 
more than 21,000. 


INDIANA. 


Evanaville. Journal-News. Ar. for 1906, 16.- 
899. Sundays over 18.000. EF. Katz, 8. A.,N.Y. 
Indianapolia, Up-to-Date Farming. 1906 av.. 
174,584. Now 200.000 4 times a mo.,75c. a line. 


Notre Dame, The Ave Maria. Catholic weekly. 
Actual net average for 196. 24.612. 


Princeton, Clarion-:sews. daily ae oatty 


a 
Datiy averaye 1946, 1.501; weekly, 2,5 


Richmond, The Evening Item, daily. Sworn 
arerage net paid circulation for jive months 
ending, May 31, 1907, 5,316. circulation of 
over 5,000 guaranteed in all 1907 contracts. The 
Item goes into 8) per cent of the Richmond 
nomes. No street sales. 

&2 The absolute correctness of thelatest 
circulation rating accorded 
the Richmond Item is guar- 
anteed by the publishers cf 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 


South Bend. Tribune. Sworn daily arerage. 
June, 1907, 9,530. Absolutely bestin South Bend. 


INDIAN TERRITORY. 
eee Ardmoreite, daily. Arerage for 


Muskogee, Times Democrat. 1905, average 
2.881; average 1906, 5,514. E. Katz, Agt., N. ¥. 


IOWA. 


Burlington, Hawk-Eye, daily. 
8.764. “All paid in advance.” 


Davenport, Times. Daily aver. Aug. 18,004, 
Circulation in City or total guaranteed greater 
than any other paper or no pay for space. 


Des Moines. Capital. daily. Lafayette Young, 
publisher. Sworn average circulation for 1906, 
41.751. Circulation. City and State. largest 
m Iowa. More advertising of all kinds in 1906 
in 342 issues than any competitor in 365 issues. 
Rate 70 cents per inch, flat. 


Des Moines, Register and Leader—daily and 
Sunday—carries more “Want” and local My md 
advertising than any other Ides Moines or lowa 
paper. Aver. circulation ‘st 6 mos. ’07, 80,198. 


Des Moines. Iowa State Register and Farmer, 
w’y. Aver, number copies printed, 1906, $2,128. 


Aver, 1906 


PRINTERS’ INK. 


Sioux City, Journal. Dail 
6 months, 1907, sworn, 28,904, 
day and Evening Editions. 


average for {st 
Morning, Sun- 


Sioux City, Tribune, Evening. Net sworn dy. 
aver. (returns deducted) ist 6 mos. 1907, 81,122, 
2 ou can cover Sioux City thoroughly by using 
The Tribune only, Itis subscribed for by prac- 
ye Sy family that a newspaper can inter- 
est. Only Iowa paper that has the Guaran- 
teed Star. 


KANSAS. 


Hutchinson. News. Daily 1906, 4.260. Mar., 
196,4.650, E. Katz, Special Agent, N. Y. 


Lawrence. World, evening and weekly. 
Copies printed, oe data, 82753 weekly, 8,084, 
The Lawrence DaILy WORLD has a larger cir- 
culation in Lawrence than any other paper, 
and has more paid subscribers on the rural 
routes than all other dailies combined. Average 
or 1907,4,200. Only eight dailies in Kansas 

ve a larger circulation. 


KENTUCKY. 
Lexington. Leader. Ar. 06., evg. 5.157. Sun. 
6.798; Jan.,'07, 5,356. Sy. 6,891. E. Katz, S. A. 


Owensboro, Messenger. Daily aver. six mos. 
ending June 30, 07, 8,568; aver. June, 8,780. 


MAINE. 


Augusta. Comfort,mo. W. H. Gannett, pub. 
Actual average Jor 1906, 1,27 1.982. 


Augusta, Maine Farmer, w’kly. Guaranteed 
14,000. Rates low; recognized farmers’ medium 


Bangor. Commercial. average for 1906, dail, 
9.695; weekly 28,5738. 

Phillips. Maine Woods and Woodsman.weekly, 
J. W. Brackett Co. Areriuge Sor 196, $07 7%. 


Portland. Evening Express. Arerage for 1906, 
daily 12.806. Sunday Telearam, %,.041, 





Closest to 
the People! 


The newspapers that are 
closest to the people are 
those that carry the: 
greatest number of 
“Want Ads.” 


Portland, 
Maine 


more “‘ Wants Ads” than 
all the other Portland 
papers combined are 
printed in the 


Evening Express 
and 


Sunday Telegram 


These papers have the 
KGEST Daily and Sunday 
CIRCULATION in MAINE. 





JULIUS MATHEWS, Representative. 














Sor ist 
g, Sun- 


orn dy. 


2,8. A. 


r mos. 
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MARYLAND. 


Baltimore, American, dy. av. ist 6 mos. ’07, 
27,052; Sun., 90,827. No return privilege. 


Baltimore, News, daily. Evening News Pub- 
lishing Company. Average 1906, 69,814, For 
—_, 1907, 74, 640. 

absolute correctness of the 
latest circulation rating accorded 
the NEws is guaranteed by the 
publishers of Rowell’s American 
Newspaper Directory, who will 
pay one hundred dollars to the 
Jirst person who successfully con- 

troverts its accuracy. 


MASSACHUSETTS. 


Boston. Evening Transcript (OO). Boston’s 
tea table paper’. Largest amount of week day adv. 


Boston, Globe. Average 1906, daily. 182,986 
Sunday 295.282. Largest circulation daily oi 
any two cent paper in the United States. Largest 
circulation of any Sunday newspaper in New 
England, Advertisements go in morning and 
afternoon editions for one price. 


KK tk We we 


BOSTON POST 


Averame | e for August, 1907, Boston Dail 
Post, 248,216: Ls 

ust, 1907, 218,2 

to put in linotypes. 

to put in the 9 2 eh Has P its big niant 
the largest and most expensive press in the 
world, Leads Boston newspapers in amount 
of loretam business. “‘TheGreat Breakfast Table 
per of New Englana.” Covers Boston and 

‘ew England more thoroughly than any other 

paper. Bulk of its citeulation delivered in 
homes of middle-class, well-to-do portion of com- 
munity. 

"The absolute corr of the latest 
circulation rating accorded 
the Boston Post is guaran- 
teed by the publishers of 
Rowell’s American News- 
paper Directory, who will 
pay one hundred dollars to 

the first person who successfully contro- 
verts its accuracy. 








Holyoke. Transcript, daily. Act. ar. - \lladaaal 
ending May, 1906, 7,889; 3 mvs, ’07, 7.84 


Lynn. Evening Item. Daily sworn av, year 
15,068; Jan., 1907, av. 16,017. The Lynn 
aad. paper. Cireuiation absolutely unap- 
proached in quantity or quality by any Lynn 
paper. 


Springfield, Current Events. Alone guar- 
antees results. Get proposition. Over 50,000. 


Voburn. News, evening and weekly. Daily 
av. net paid cr. March, 1,528, Wkly, 1.481. 


Worcester, Evening Gazette. Actual sworn 
average for 1906,11,401 copies daily; Feb., ’07, 
15.3063 March, 1907, 15.7 Largest evening 
Worcester's *‘Home” paper. Per- 


circulation. 
. to eaamine circulation. 


mission given A. A. A 


W oreester. L’Opinion etn. daily (© ©). 
Paia average Sor 1906. 4.23 
MICHIGAN. 


tay Clty, Times, evening Av. for 6 mos. 
Ty 7, 1903, 11,002 copies, daily, guaranteed. 





Jackaon, Citizen-Press, Only 
evening paper. Gives yearly aver- 
GUAR ages, not weekly. It’s Jackson’s 
AN greatest daily. It carries more 
TEED advertising and has the largest 
net paid circulation. No secrets, 

April daily average. 7.786, 


ackson, pees, Average July, 1907, 
82508 Sunday, 9. . Greatest net cir 
cutation, Vouitted by & A.A. Sworn state- 
ments monthly, Exumination welcomed. 


Saginaw, Courier Herald. daily. oo 
Average 1906, 14,897; July, 1907, 14,77 


Saginaw, Evening News, daily. Average for 
1906, 19,964; July, 1907, 20,455. 

Tecumseh. Semi-Weekly Herald. Actual 
average Jor 1906,1,153, 


MINNESOTA. 


Minneapolis. Farmers’ Trivune, twice a-week. 
W.J. Murphy, pub. Aver. Jor 1906, 37,8 


Minneapolis, Farm, Stack and Home, semi- 
nonthly. Actual averag 1905. ST,IST; aver- 
age for 1906, 100,266; mos., 1907 104, 100. 


The avs lute accuracy of Farm, 

Stock & Home’s circulation rating 

is guaranteed by the American 

Una Newspaper Directory. Circulation is 
practically conjine to the Jarmers 

Ye No ah Minnesota, the Dakotas, Western 


Wisconsin and Northern Iowa. Use 
it to reach section most prontably. 


Minneapolis, Jou Journal, Daily 


and Sunday (09). In 1906 one 
age daily circulation, 74,05: [oR O) 
Daily averaas circulation _= 
July, 1907, 76,087. Average cur: 
day circulation for Juty, 1, 
° le absolute accuracy 
of the Jour nal’s circulation rat- 
ings is guaranteed by the Ameri- 
can Newspaper Directory. It is 
guaranteed to reach the great 
oe of purchasers throughout 
he Northwest and goes into more 
foRO} een than any paper in its field. 
It brings results. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. 'lurnblad, pub 906, 52,010. 
CIROULAT’N Minneapolis Tribune. W. 
J. Murphy, pub. Est. 1867, Old- 
est Minneapolis daily. The Sun- 
day Tribune average per issue 


GUAR 
Te ND Sor the year ending December, 
1906, was $1,272. The daily 

Tribune average per issue for 


‘ 
by Am. N - 
SCeer! ives the year ending Decenber, 1906, 
tory. was 103,164. 


St. Paul. PioneerPress. Net average circula- 
pe} Sor January—Waily 35.802, Sunday 82,- 
ze 


The absolute accuracy of the 
Pioneer Press circulation state- 
ments is guaranteed by the Ameri- 
Aare can Newspaper Directory. Ninety 
AN per ceut of the money due for sub- 
TEED scriptions is collected showing that 
subscribers take the paper because 
they want it, All matters pertain- 

ing to circulation are open ‘to inv estigation. 


Winona. Republican-Herald, Av. May. 4.518 
(Sat. 5,200). t outside Twin Cities & Duluth. 


MISSOURI. 
Joplin. Globe, daily. Average 1906, 15.254. 
Apr.. 197,127,248. E. Kate, Spel Special Agent, N. ¥. 


Kansas City. Journal. hg Bs gy 
207,520 —— y and ciassified, 49 
cents a line, fiai 000 Daily and Senne —dis- 
play, 12e.; \ eee 7c. Combination Weekly 

and Sunday—display, ‘48e. Literature on request. 


St. Joseph, News and Press. Circulation 
1906, $6,079. Smith & th & Thompson, Eust. Reps. 


St. Louis. National Druggist, mo. Seney R. 
Strong, Editor and Publisher. Average sor 1906, 
8,00) ) ©). Eastern office, 59 Maiden Lane. 
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&t. Louisa. National Farmer and Stock Grower, 
monthly. Areraye for 1906. 104.200, 


MONTANA. 


Missoula, Missonlian. Every morning. Av 
erage /2 months ending Dec. 8/, 1906, 5,107. 


NEBRASKA. 
Lincoln. wT ace Farmer, weekly. 
Average 1906, 141,8 


Lincoln, Freie Pree weekly. Actual aver 
Sor 16, 142.989 ” feu 


NEW HAMPSHIRE. 


yg Union. Av. 1906, 16,758, daily. 
. Farmer and Weekly Union. i 5,550. 
eae Telegraph. The only daily in city. 
Daily average year ending Dec., 196, 4,371, 


NEW JERSEY 
Asbury Park, Press. 1906, 4.812. 
average of one subscriber a day for ten years 
Camden, Daily Courier. Actual aaa ew 
year endina Decemher 31. 1906, 9.020. 
Elizabeth, Journal. Av. 7904, 5.522; 1905, 
6,515; 1906, 7,847; first 6 mos. 1907, 8,221. 
Jersey City. Evening Journal. Arerage for 
1906, 28.008. First six months 1907, 24,089. 


Newark. Eve. News. Net dy. av. for 1906, 
68.022 copies ; net dy.av. for Apr., 1907, 68,940. 


Trenton, Evening Times. Av. 1906, 18.287; 3 
mos. dy. av, Apr. 50, 07, 20.621; Apr., 20,682, 


NEW YORK. 


Albany. Evening Journal. Daily average for 
#806. 16.251. It’s the leading puper. 


Batavia, Daily News Average first 6 mos. 
07, 7,494. F.R. Northrup, special rep., N. Y. 


Brooklyn. N. Y. Printers’ Ink says 
THE STaNDARD UNLON now has the 
largest circulation in Brooklyn. Daily 
average 6 mos. 1907, 58,449. 


eames 


Buffalo. Courier, morn. Av./906, Sunday -91- 
168; daily, 58. 6si; Enquirer, even., 32. Yess. 


Buffalo. Evening News. Daily average 1905, 
94.690; for 1906, 94,743 


Corning, Leader, 


Arerage 1904, 
6.235; 1905, 6595; 1906. 6 F008, 6.0853 Feb. av., 6,820, 


Mount Vernon. Argus, evening. Actual daily 
average for 12 mos. ending June 30, 07, 4,816. 


Newburgh. News, daily. Ar. 06, tre 4,000 
more than all other Newburgh papers combined. 


New York City. 
y & Navy Journal, Est.1863. Actual sveekly 
av. ys 06.9.706 (OO). 4 mos, tv Apr.’v7, 9,949. 
Automobile, Word Average for year ending 
Dec. 28, 1906, 15,21 
Baker’s Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1906, 5.488. 
L- = 3 r’s Magazine, the only popular Catholic 
Famil ane published in the United States. 
Guarantes cire’n, 75,000; 50c. per agate line. 
Chip} ne ee (Theatric al). Frank 
Pub, Co., Ltd. Aver. for 1906, 26.611(© 
El as mo. Spanish export. J. il 
Clark Co. Average for 1906, 8,542—sworn. 
Music Trade Review, music trade and art week- 
ly. Average Jor 1906, 5.109. 
Printers’ Ink, a journal for 
advertisers, published every 
Wednesday. Established 1888. 
Actual weekly average for 
4906, 11.708, 
The People’s Home Journal. 554.916 mo. 
6od Literature, 452.500 monthly, average cir- 
culations for 196—all to paid-in-adrance sub- 
scriders. | F. M. Lupton, isher. 


The Tea and Coffee Trade Journal. Avera,» 
circulation for year Sagat July, 1907, 7,865; 
July, 1907, issue, 8,000. 


The Worid. Actual aver. ror 1906, Mor::..318.. 
664. Evening. 359.057. Sunday, 442.228. 


Rechester, Case and Comment, mo., Law. 
Av. for year 1906, 22. Gol, Guaranteed 20, 006, 

Schenectady. Gazette, daily. A. N. Liecty. 
Actual average for 1905, 18.08; 1906, 13.80, 

Syracuse. Evening Hera.a. daily. Herald « 
pub. Aver, 1906, duily 35.206. Sunday 40.064. 


gy Record. Average circulaticn 
so 8,8 801. Average August, 1%? 
0,458. Only paper in city which has 
ot A. A. A, examination. 
Utiea. National Flectrical Contractor, m», 
Arerage for 1906, 2.62 
Utien. Press. daily. Otto A. Meyer, publisher, 
Average for year ending Murch 31, 1907, 14.927. 


NORTH CAROLINA. 
Charlotte, News. first six months /907, 5,827; 
Times-Democrat, 6,101. Who betters that! 
Raleigh, Times. North Carolina's foremost 
afternoon paper. Actual daily arerage Jan. ist 
to Oct. ist, 1906, 6,551; weekly, 3,200. 


Winston-Salem leads all N.C. towns in mani 
facturing. The Twin-City Daily Sentinel leads all 
Winston-Salem papers in circulation and advy 


NORTH DAKOTA. 


Grand Forks, ya ae Av, yr. 05, 7,201, 
Aver. for year 1906, 8,1 


OHIO. 
Akron. Times, daily. Actual ‘aed jor 
year 1906, 8,977 April, 1907, 9.605 
Ashtabula, Amerikan ansinii 
Actual average Sor 1/906. 10.690, 


Finnish, 


Cleveland, Piain Dealer. Est. 1841. Actual 
daily mg ae —_ 72,216; 533765. 88,869; 
July, 1907, 74,441 daily; Su Ban. 86,7 


th Noshocton, Age, daily. Net average 16, 
2.757. Verified by Asso. Amer. Advertisers 

Coshocton, Times, dy. Net 06, 2,128: 6 mo. 
07, 2,416. No cash books fixed to fit paddea e:r. 


Dayton, The I. L. U. Home Journal, mo 
(Formerly Laborers’ Journal). National cir. Av. 
for year ending April 3v, 707, 14.811 co, ess 
Critically read by 36, 500 members of THEI. 
GRAND LODGE, the fraternal, beneficiary or: i r 
of wage- -workers. Se, agate line, flat rate. 


ngfleld, Farm and m and Fireside. over 4 cen- 

ont ates fats agricult’! paper. Cir.485,.000, 

Warren, Daily Chronicle. ast average 
Sor year ending December 31, 1906, 2,63 


Youngstown. Vindicator. D’y. av. 06, 18.740; 
Sy. 10,001; LaCoste & Maxwell, N.Y. & Chicayo. 


OKLAHOMA. 


Oklahoma City, Tie Oklahoman. 7906 ave”., 
18,918; July, 1907, 20,491. E. Katz, Agent N.Y. 


OREGON. 

Mt. Angel. St. Joseph’s-Blatt. Weekly. May 
3, 1907, 19.188. 

Portland, Journal, eo 4A 
25,578; for July, 1907, 28,206 

The absolute correctness of the latest cireu!: 
tion rating accorded the JoURNAL is guar: 
teed by Rowell’s Am. Newspaper Directory. 


Portland, Pacific Northwest, mo.; av. /st 6 11 
1907,16,000. Leading farm paper in State. 


PENNSYLVANIA. 


Chester, Times. ev’g oe, Average 1996. 7.685. 
N. Y. office, 220 B’ way. F.R. R. Northrup, Mgr. 


rie, Times. daily. Aver. Aver. for 1906, ag i % 


Average 14:', 





E 
July, 1907,18,542. E. Katz, Sp. Ag., NF 
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Harrisburg, Telegraph Sworn av. July, 14,- 
$39. Largest paid otroulatin in H’b’g or no pay. 


OOOO 


The correctness of FARM JOURNAL’S 
suvscription statements is guaran- 
teed by the American Newspaper Di- 
rectory. The average edition for the - 
1906 wus 551,633 copies each 
month. It has more actual paid-in- 

a advance subscribers than any other 
farm paper in the world. at has been 
awarded the (© ©), and_best 
or all, the Seventh Sugar Bowl. 


M 
SOOO OE 


Philadelphia, Contectioners’ Journal, mo. 
AV. 1905, 2.4705 1906, 5.514 ( 


The Philadelphia 
A BULLETIN’S 
may Circulation. 


The following statement shows the actual 
circulation of THE BULLETIN for each day in 
the month of July, 1907: 





Total for 26 days, 5,955,542 copies. 
NET AVERAGE FOR JULY: 


229,059 copies a day 


“The Bulletin’s” circulation figures are net; 
all damaged, unsold, free and returned copies 
ave been omitted, 
WILLIAM L. McLEAN, Publisher, 


Philadelphia. The Press is 
Philadelphia’s Great Home News- 
paper. Besides the Guarantee 
Star,it has the Gold Marks and is 
onthe Roll of Honor—the three 


UA 
ic} 4 “a 
Waa §=6most desirable distinctions for 
any newspaper. Sworn average 
circulation uf the daily Press for 
1906, 100, 548; the Sunday !'ress, 137,863. 


Seranton, Truth. Sworn e:rculation for 1906, 
14,126 copies daily, with a steady increase. 


West Cheater. Local News, 

. WV. H. Hodgson, sverayefor 
15.297. In its 35th year. 
Independent. Has Chester povate 
and vicinity for tts field. Devoted 
to home news. henze is a home 
puper. Chester County is second 
tn the State in agricultural wealth. 


wi it legals Grit. America’s Greatest 
Family Newspaper. Aver age 1906, 280,180. 
Smith & Thompann, Reps. New Yorkand Chicago, 


seerk Dispateb and Daily. Average for 1906, 





RHODE ISLAND. 


Pawtucket, Evening Times, Aver. circulation 
Sor 1906, 17.11% (sworn), 


Providenee. Daily Journal, 18,051 (@0), 
Sunday, 21,840. :(\O@@). Evening Bulletin S,- 
620 average 1/96. Providence Journai Co., pubs. 


Providence. Tribune. Morning 10,341. 
Evening 81.118: Sunday. 16,820. Most 
progressive paper in the field. resins 
edition guaranteed b feed by Kowell’s Am, N.D. 
Weaterly.Sun. Geo. H. Ut H. Utter, pub. Aver. 1996, 
4.627. Largest circulation in Suuthern R. 1. 


SOUTH CAROLINA. 


Charleston, Evening Post. Actual dy. aver- 
age for 196,4,.474. December, 1906, 4,735. 


Columbia, State. Aauat — 
age for 1906, dot % S35 be 
copies; semi-wee. 3 4 
GUA OO, 1906, ARRBS, Actual 
average Jor firs six a8. hs, 1907, 
TEED daily © @) 12,940, Sunday Oo} 


Spartanburg. Herald. Actual average for 
first jive months, 197, 2,529. 


TENNESSEE, 


Chattunooga, News. Arer. 3 
mos. ending Dec. 31, 1906, 14.707. 
Only Chattanooga paper permit- 
ting examination circulation by 
Assoc. Am. Advertisers. Carriés 
more advg.in 6 days than morn- 
ing paper7 days. Greatest Want 
Ad medium. Guarantees largest 
circulation or no pay. 


Knoxville, Journal and Tribune. 
Daily average year ending December 
3/, 1906, 18,692. patty average last 3 
months 1906, 15,247 15,2 


GUAR 
TEED 


Memphis, Commercial Ap Appeal. >: conde and! 

weekly. First six months 1907 ou 7 

Sunday, 61,485; weekly, 81 ony’ 

Thompson, Representatives. N. e a Chicago. 
Nashville, Banner. daily. Aver. for vear 1906, 

$1,455; Jan. 1907, 88.5338; Feb. 1907, 87.271. 


TEXAS. 


El Paso, Herald. May, ar., 7,618. More than 
both other El Paso dailies. ’ Verified by A. A.A, 


VERMONT. 

Barre. Times. daily. F. E. Langley. Aver, 1905, 
8.527; 1906,4.113. 

Bennington. Banner, daiiy. T. E. Howe. 
Actual average for 1906, 1.980, 

Burlington, Free Press. 
1906. 8.459. rgest city and State circulu 
tion, Examined by Asso. of Amer. Advertise: s. 


Daily average for 


Beotarte. Argus, daily. Actual average 
for 1906. 8,280 copies pe per issue. 


Rutland, Herald. Average 1904, 2 md Av. 
erage 1905, 4,286. Av erage 1906, 4,6 


St. Albans, Messenger. daily. saiacanaeii 
Sor 1905,8,051; Sor 1206, 3.288 copies per issue. 


VIRGINIA. 


Danville, The Bee. Av. 1906, 2,867. July, 
1907, 2,782, Largest cir’n. Only eve’g paper. 


Kichmond, So. Tob. and Modern Farmer, 
mo. rerage for sirst 5 mos. of 1907, 14,425. 


Winchester. Kvening Star. Arerage June 
sworn daily 3,326. Omy daily paper. 


WASHINGTON. 


Seattle, — Intelligencer (OO). 
Av., for July, 1907, net- Sunday 

48,289; Daily, 84,260; week day 
82,855. Only sworn circulation 
in Seattle. est genuine and 
cash paid circulation in Washing- 

ton ; highest quality, best service 
greatest results ulways. 
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Seattle. The Daily and Sunday 
Times leads ail newspapers on the 
Pacific Coast nortn of Los Angeles 
in amount of advertising printea 
during 1st 6 mos 1907. Its nearest 
rival was beaten by over 134,401 
inches display and 180,000 lines of 
classified. That tells the ee of 
results. Average Sor 1906, was 42,172 daily, 
56,794 Suna ay. ‘Average for June, a, were 
—Morning and Evening 58,997, Sunday 64,- 
681. You get the best Ce ragyhnn —_ aan quan- 
tity of proven circulation ~ blended 
when you buy space in the Binee the biggest 
newspaper success of the last decade on the 
Pacific Coast. 


UA 
oF 
TEED 


Tacoma. News. Average 1906,16,109; Sat- 
urday, 17,610, 


WEST VIRGINIA. 


Parkersburg, Sentinel. daily. R. £. Hornor, 
pub. Average for 1906, 2,640, 
Ronceverte. W.Va. News. wy. Wm. B, Blake | 
& Son, pubs. Aver. 1906, 2,220, 


WISCONSIN. 


Janeaville, Gazette. d’ly and s.-w’y. Cire'n 
ist 3 mos. 1907, duily 8,508 ; semi-weekly 2,552. 


Madison, State Journal, dy. Average 1906. 
8,602; Jan., Feb., Mar.,1907, 4,884; Apr., 5.106. 


Marshfield Times, weekly. 1/906 average, 
2,199. Largest circulation in Wood Co. 


Milwaukee, The Journal, me, 
ind. Aver. 7 mos., 1907, 51,5 


VA 
OUR 
TEED 


y;also more advertising car 
ried. 


Milwaukee, Evening Wisconsin, d’y. Av. 1906, 
25.430 (©©). Carries largest amount of ad- 
vertising of any paper in Milwaukee. 


Oshkosh, Northwestern. daily, 
1906, 8.099. 


Average for 


Racine, Wia., Estab. 1877. 
Actual weekly averaye for yea 
ended Feb, 2, 197, 51,126 

Larger circulation in Wiscon- 
sin thanany oe Per. Adv, 
#3,50 an inch. N. Y. Office, Ten- 
ple Ct. W.C. Richurason, Mgr. 


WYOMING. 


Oheyenne. Tribune Actual daiiy average net 
Sor 1906, 5, 126; semi-weekly, 3,898. 


BRITISH COLUMBIA. 
Vancouver, Province. daily, Average fur 
1906, 10,161; July, 1907,18,541. H. leClerque, 
U.8. Kepr., Chicago and New York. 


MANITOBA, CAN. 
Winnipeg, Free Press, daily and weekly. 
erage for 1906, daily, $4,559; daily July, 
87,817, wy. av. for mo. of June, 28,887. 


Winnipeg, Der Nordwesten. Canada's Ger- 
man newsp’r, Av. 1906,16.177. Rates 6c, inch, 
Wisnipey, Telecram. Average 6 mos, 17 
| 22,961. eekly av. 19,586. Flat rate, 3c 


| ONTARIO, CAN. 


Teronto. Canadian Implement and Vehicle 
Trade, monthly. Ar erage So for 196, 6.125 


Toronto, Canadian Motor, monthly. Average 
circulution for 1906, 4.540 


Toronto, The News, Daily average circula- 
tion for the month of February, 1907, 40,210. 


06. | Advertising rate 56c. per inch, flat. 


QUEBEC, CAN. 


Montreni. La Presse. La Presse Pub. o. 
Lta., publishers. Actual areraue 1905. daly, 
96, 271 37906, 100,087: weekly, 49,992. 


Montreal, The Daily Star and 
The Family "Herald and Wee kly 
Star have nearly 200.000 subse rib 
ers, representing 1,000,000 readers 
—one-fiftn Canada’s population. 
Ar, cir, of the Daily Star for 1106, 
60,954 copies daiiy; the Weekly 
Stur, 128,452 copies each issue, 
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(e ©) GOLD MARK PAPERS) 








Out of a grand total of 23,461 publications listed in the 1906 issue of Rowell’s American Newspa- 
per Directory, one hundred and fourteen are distinguished from all the others by the so-called zold 


marks (© ©). 





BAMA. 
THE MOBILE REGISTER (©©). Established 
1821. Richest section in the prosperous South. 


WASHINGTON, D. c, 
Near] ovenreede n Washington subscribes to 
THE EVENING AND SUNDAY STALK. Average, 
1906, 35,577 (@@). 


ILLINOIS, 

THE INLAND PRINTER, Cid A (© ©). Act- 
valaverage circulation for 1905, 15,866. 

BAKERS’ HELPER (© ©), Chicago, only “Gold 
Mark” journal for baxers. Oldest, best known, 

TRIBUNE (© ©). Only paper in Cheng re- 
ceiving this mark, because TRIBUNE ads bring 
satisfactory results. 


KENTUCKY. 
LOUISVILLE pot ony wept 4L (©). 
Best paper in city; read by best people. 


MAINE, 
LEWISTON EVENING JOURNAL, daily, aver- 
e first six mos. 1907, 7,855 (0); wy., 17,705 
(60). Maine’s great newspaper. 


MASSACHUSETTS, 

Beaton, Am. Wool and Cotton Reporter. Rec- 
ognized organ of the cotton and woolen indus- 
tries of America (© 

BOSTON EVENING TRANSCRIPT (©©). estab- 
lished 1830. The only gold inark daily in Boston. 

TEXTILE WORLD RECORD (@©), Boston, is 
quoted at home and abroad as tne standard 
American textile journal. 

WORCKSTER L’UPINIUN PUBLIQUE (@ ©) is 
the leading French daily of New England. 


MINNESOTA 


NORTHWESTERN MILLER 


(00) a Minn; $3 per year. Covers 
milling and flour traue all over cae world. The 
only “Gold Mark” milling milling journal (OO). 

PIONEER PRESS (OO), St St. “ime Minn. Most 
reliable paper in the Northwest 

THE MINNEAPOLIS JOURNAL‘ ©). Largest 
home circulation and most productive circula- 
tion in Minneapolis. Carries more local advertis- 
ing, more classified edvertising and more total 
aivertising than avy paper in the Northwest, 


NEW YORK, 

NEW YORK TIMKS (OO). Largest gold-mark 
sales in New York. 

BUFFALO COMMERCIAL (©©). Desirable 
because it always produces satisfuctory results. 

BROOKLYN EAGLE (QO) is THE advertising 
medium of Brooklyn. 

THE POST EXPRESS (©©). Rochester, N.Y. 
best advertasing medium in this section, 

ARMY AND NAVY JOURNAL, (© ©). First in 
its class in circulation, influence and prestige. 

ENGINEERING NEWS (@©).—The leading 
American authority.— Tribune Scranton, Pa. 

SCIENTIFIC AMERICAN (© ©) has the largest 
cireulation of any technical paper in the world. 

VOGUE (@©) carried more advertising in 1906 
than any other magazine, weekly or mouthly. 

ELECTRICAI REV! EW (© ©) covers the field. 

Read and studied by thousands. Oldest, ablest 
electrical weekly. Reaches the buyers. 

NEW YORK HERALD (@©). Whoever men- 
tions America’s leading newspapers Mentions 
the New York HERALD first. 





CENTURY MAGAZINE (© ©). There area few 
po in every community who know more 

han all the others. These people read the 
CENTURY MAGAZINE. 


STREET RAILWAY JOURNAL (©©). The 
—— wre A on = and interurban rail- 
roadin circulation _ weekly. 
McGkAW PUBLISHING COMPANY 


HARDWARE DEALEKs’ MAGAZINE, 

In 1904, average issue, 20,791 (©0.) 

Speoteen copy mailed upon request. 
T.MautL » Pub., 253 Kroadway, N. Y, 


ron ENGINEERING RE RECORD (0). The 
most progressive civil engineering journal in 
the world. Circulation averages over 14,000 per 
week. MCGRAW PUBLISHING CUMPANY. 


FOREST AND STREAM (0) 


Largest circulation of any sportsman’s wee 
Goes to wealthy recreationists. Write. 


NEW YORK — (© ©). daily and Sun- 
day. Established A clean 
and up-to-date ane whose readers repre- 
gent inteileect and purchasing powertoa bigh- 
grade advertiser 


ELECTRICAL WORLD (@©). Established 1874 
he great international weekly. Cir. audited. 
verified and certified by = Association of Amer- 
ican Advertisers. Av. ekly cir. during 1906 
was 18,827. MouRAW PUBLISHING COMPANY, 


PENNSYLVANIA. 

THE PRESS (© ©) is Philadelphia's Great 
Home Newspaper. It is on tne Roll of Honor and 
has the Guarantee Star and the Gold Marks—the 
three most desirable distinctions for any news- 


ve per Sworn circulation of The Daily Press, 
‘or 1906, 100,548; The Sunday Press, 137,863. 





THE PITTSBURG 
©® DISPATCH 


The newspaper that judicious advertisers 
always select first to cover the rich. pro- 
ductive, Pittsburg field. y two-cent 
morning paper assuring a prestige most 
profitable to advertisers. Largest home 
delivered circwation in Greater Pittsburg. 











RHODE ISLAND. 
PROVIDENCE JOURNAL (@©),a conservative, 
enterprising newspaper without a single rival. 


SOUTH CAROLINA, 
THE STATE (QO), Columbia, S.C. Highest 
quality, largest circulation in South © eoline. 


VIRGINIA. 
THE NORFOLK LANDMAKK (@©) is the 
home paper of Norfolk, Va. That speaks volumes. 


WASHINGTON. 

THE POST INTELLIGENCER (© ©). Only 
morning paper in Seattle. Oldest in State. The 
biggest and best. Able, alert, always ahead. 

WISCONSIN. 

THE MILWAUKEE EVENING WISCONSIN 
(OO), the only gold mark daily in Wisconsin. 
CANADA, 

THE FREE PRESS (© ©), London, Ont. Morn- 
ing, Noon, Evening. Circu’ ation over 18,000 daily. 

THE HALIFAX ABRALD (© eee the EVEN- 
ING MAIL, Circulation 15,558, flat rate. 
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Printers’ Ink. 


A JOURNAL FOR ADVERTISERS, 


THE PRINTERS’ INK PUBLISHING 
COMPANY, Publishers. 


OFFICE: NO. 10 SPRUCE ST., 
New YORK City. 
Telephone 4779 Beekman. 


President, ROBERT W. PALMER, 
10 Spruce St., New York City. 
Treasurer, GEORGE P. ROWELL, 
10 Spruce St., New York City. 
London Agent. F. W. Sears, 50-52 Ludgate Hill, E.C 


t= Issued every W ednesday. Subscription 
price, two dollars a year, one dollar for six 
months. On receipt of five dollars four paid 
subscriptions, sent in at one time, will be put 
down for one year each and a larger number 
at the same rate. Five cents a copy. Three 
dollars a hundred. Being printed from stereo- 
type plates, itis always possible to supply back 
numbers, if wanted in lots of 500 or more, but in 
all such cases the charge will be five doliars a 
hundred. 

ADVERTISING RATES 

Advertisements 20 cents a line, pear] measure 
15 lines to the inch ($3); 200 lines to the page ($40) 

For specified position selected by the adver- 
tisers, if granted, double price is demanded. 

On time contracts the last copy is repeated 
when new copy fails to come to hand one week 
in advance of day of publication. 

Contracts by the month, quarter or year, may 
be discontinued at the pleasure of the advertiser, 
and space used paid for pro rata. 

Two lines —— advertisement taken. Six 
words make a 

Every — appearing as reading matter is in- 
serted fre 

All acvertisements must be handed in one 
Week in advance. 





New York, Sept. 11, 1907. 








The convention 
Strength of the Associat- 
in Union. ed Advertising 

Clubs of America, held in Cin- 

cinnati the last week in August, 

was attended by 285 delegates, 
representing, in the main, cities 
of the middle west. The work of 
the association would seem to de- 
serve more serious attention and 
recognition than it has received, 
thus far, especially from buyers 
and sellers of advertising space 
in the East. The associated clubs 
have one prime purpose in view, 
and this is the promotion of good 
advertising in all legitimate chan- 
nels. This aim is a laudable one, 
and if it may be furthered by the 
organization of local clubs, and 
the alliance of these in a national 
organization, the efforts of the 

Associated Advertising Clubs 

should receive encouragement and 

co-operation. 
All of the clubs which have 


been received in the national as- 
sociation admit as members buy- 
ers and sellers of space, general 
and local advertisers. This, too, 
is as it should be. The magazine 
man should not look with dis- 
paragement upon the newspaper 
publisher; the interests of both 
of them are fundamentally one. 
The general advertiser should 
not turn into a carping critic 
when he discusses an advertising 
club admitting retail merchants. 
In the long run their problems 
are the same, and may best bi 
met shoulder to shoulder. 

One of the speakers at the Cin- 
cinnati convention—a New York- 
er, too—believes that any town of 
8,000 population might organiza 
a successful local club. There ar 
six hundred towns and cities in 
the country having 8,000 inhabi- 
tants or over, and it was pro- 
phesied that in due process of 
time at least half.of- these would 
boast an advertising men's club 

PRINTERS’ INK wants to sec 
the club idea take-root in all of 
the larger communities of the 
country. And then, if the Asso- 
ciated Advertising Clubs of 
America, in convention assem- 
bled, continue from year to year 
to work as a_ serious, sober- 
minded body, these new local 
clubs should ally themselves with 
the national organization. 


FARMERS sometimes get won- 
derful crops, from fields which 
have long lain fallow, by deep 


plowing and heavy fertilizing 
There’s a hint, in this practice, 
from the oldest to the youngest 
of professions. Perhaps your ad- 
vertising field which has not been 
cultivated for a while is ready to 
give you a bumper crop, if you 
stimulate generously and culti- 
vate deep, 


A DELAYED advertisement brings 
only the aftermath of trade. It: 
the first call that captures th: 
Autumn procession of customers 


THE “pleased customer” has n 
doubt of the truth of your state- 
ments. Try to increase that sort. 
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Harry G. ATKINSON has just 
joined the New York staff of 
William J. Morton’s _ special 
agency. 

THE Providence, R. I, News- 
Democrat has been elected to 
membership in the American 
Newspaper Publishers’ Associa- 
tion. 

VoorHEES & COMPANY, spec- 
ialists in bank advertising, have 
recently put forth a brochure re- 
lating to their service. The com- 


pany, which is located at 116 
Nassau street, New York, is said 
to do more bank business than 
any other of the United States. 


Tue Paris fashion edition of 
the New York Times, will be is- 
sued Sunday, September 15. The 
fashion section will be printed on 
super-calendered paper and will 
contain reproductions in half- 
tone of the creations of the mak- 
ers of women’s fashions of all 
kinds of both Paris and New 
York. 

A NEW account being developed 
by the Horn-Baker Advertising 
Company, Kansas City, Missouri, 
is the Dr. C. W. Crosby Neuro- 
logical Institute of Kansas City. 
A series of 7o-line ads are being 
placed in daily, weekly and 
monthly papers, covering the ter- 
ritory. within a radius of 250 
miles of Kansas City. 

The Paris edi- 

tion of the New 

York Herald on 
August 14, contained an °* ad- 
vertisement of Blum _ Brothers, 
of Philadelphia. The advertise- 
ment exceeded a_ half-page in 
size, and was addressed directly 
to the store’s Philadelphia pat- 
rons, especially the 20,000 charge 
customers. Copies of the ,aper 
containing the announcement 
were evidently sent to part of 
these 20,000 names. Such an ad- 
vertisement would serve to im- 
press readers with the fact that 
representatives of Blum Brothers 
were actually in Paris, purchas- 

: French goods for importation 
Sto this country. 


Spanning 
The Ocean. 


THe Advertisers’ Club, of 
Louisville, Ky., held its third 
semi-annual banquet on August 
22. 


ConpE HAMLIN, formerly busi- 
ness manager of the St. Paul 
Pioneer Press, resigned from that 
position on August 31st last, and 
is now on an extended tour of 
Europe. 


The appointment 
oman a z** 


Rewarded. Clarke to be aa- 


vertising manager of Scott & 
Bowne has now been confirmed 
and her promotion to the posi- 
tion “is considered, by all who 
know her, as a well-earned tri- 
bute for faithful service to her 
firm, 

Miss Clarke has only held two 
positions since she began her 
business career. At the age of 
fifteen she took a place in a de- 
partment store at a salary of 
$3.50 a week. Two months later 
she went to Scott & Bowne, as 
an addresser at $6 a week. 

While in this position her even- 
ings were taken up in studying 
stenography and _ typewriting at 
home and so, self-taught, she was 
able to become an assistant to 
Mr. Baker when he took charge 
of the advertising department, 
after it had been transferred 
from the Morse Agency, in 1893. 
First she went into the auditing 
end of the department and later 
became the advertising manager's 
stenographer. This position gave 
her an insight into the way the 
business is conducted, taught her 
newspaper conditions and enabled 
her to not only select mediums, 
but to know their value. 

For the past three years she has 
acted as assistant to the advertis- 
ing manager, and when a vacancy 
recently occurred, through the 
resignation of Mr, Dockrell, she 
was given charge of the depart- 
ment. Mr. Bowne was then in 
Europe, but immediately upon 
his return he confirmed the ap- 
pointment. 

Miss Clarke has the good-will 
of the advertising fraternity and 
her success in her new position 
is assured. 
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B. M. Wootey, Atlanta, patent 
medicine, is being advertised in 
dailies by C. L. Doughty, Cin- 
cinnati. 


“GUTH” Cleheslase is being ad- 
vertised in daily papers through 
the Richard A. Foley agency, 
Philadelphia. 

N. W. Ayer & Son, Philadel- 
phia, is asking rates for some 
stove advertising, ten inches, 
single column, e.o.d, 


underwear is 
in magazines 


being 


“JEAGER” 
and 


advertised 


weeklies by the Homer W. Hedge 
New York. 


Agency, 


Tue Voltz Agency, Philadel- 
phia, is placing the advertising 
for the Allentown, Pa., Fair, in 


Pennsylvania newspapers, 


- Winton Motor Carriage Com- 
pany, Cleveland, is using space in 
daily papers through the Chicago 
office of Lord & Thomas. 


N. W. Aver & Son, Philadel- 
phia, are using space in western 
papers to advertise Maull 
Brothers’ spaghetti, 796 inches. 


Outer’s Boox, Milwaukee, has 
recently raised its subscription 
price from $1 to $1.50 and in- 
creased the number of its pages. 


Catumet Baking Powder Com- 
pany, Chicago, is using space in 
daily papers through the Clague- 
Painter-Jones Agency, of that 
city. 

Epwarp J. Fitter, late with 
Bartlett the Printer, is now in 
charge of the printing depart- 
ment of the Homer W. Hedge 
Agency, New York, 


Anprews & Cours, New York, 
are using space in ‘daily papers 
for the Home Food Company, 
Hoboken, N. J., manufacturers 
of “Co-Co-Nut” milk. 
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E. A. MAtitory & Sons, New 
York, are advertising their 
waterproof hats, in western dai- 
lies through George Batten & 
Company, New York, 


S. E. Hupson, Philadelphia, is 
putting out a line of readers in 
Pennsylvania papers for the Lit- 
erary Bureau of Samuel E. Hud- 
son, cash with order, 

Tue George Batten Agency, 
New York, is using space in New 
England dailies for the Phillips 
& Clark Stove Company, to ad- 
vertise their “Andres” ranges. 


Tue A. W. Erickson Agency, 
New York, is placing copy for 
the Barrett Manufacturing Com- 
pany, New York, ‘“Amatite” roof- 
ing, with daily papers generally. 


Winc & Sons, New York, 
pianos, are using space in maga- 
zines and _ weeklies. of general 
circulation through the Homer 
W. Hedge Agency, of that city. 


THE Horn-] Baker Advertising 
Company of Kansas City, Miss- 
ouri, is placing 100-line copy for 
the ‘American College of Dress- 
making, Kansas City, in maga- 
zines and mail-order am. 


FINANCIAL advertising through- 
out the country is, being placed 
with papers of over five thousand 
circulation for Davis & Bagley, 
New York, by Frank Kiernan & 
Company, of that “ga 


THE Kiatamnihe Adding Ma- 
chine Company, New York, i 
using space in list of magazines 
and weeklies, of general circula- 
tion, through the Homer W. 
Hedge Agency, of that city. 


THE Chackes ie Sapder Agen 

Philadelphia, is placing ad- 
for “Euzone” Toilet 
Powder, manufactured by th 
Girard Distributing Compan: 
with papers in towns adjacent to 
Philadelphia. 


cy, 
vertising 
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TuE plants of the Louisville 
Courier-Journal — and Evening 
Times suffered severe damage by 
fire on the morning of August 
30. The loss is estimated at 

200,000, 

THE executive 
the Six Point League held a 
business session on September 
4th, to arrange a programme for 
fall campaign of work. The 
League comprises a charter mem- 
bership of thirty-eight. 


committee of 


In Philadelphia courses of in- 
struction in advertising are an- 
nounced for the coming season 
by Drexel Institute and the cen- 
tral branch of the Y. M. C. A. 
Each of these courses will be 
under the personal direction of 
Richard A. Foley, of the Foley 
Agency. 


W. H. Gannett, publisher of 
Comfort, has lately installed a 
new Hoe printing press that is 
worth while traveling to Augusta 
to look at. It is an eighty-page 


perfecting press consisting of two 


thirty-two page sections, each 
with two pairs of cylinders four 
pages wide; also one sixteen- 
page section placed above the 
other two. The latter may be 
used either as a supplementary 
or cover machine or will permit 
the use of colors on certain com- 
binations. The press is a special 
machine, designed and construet- 
ed for the purpose of meeting 
the special needs of Comfort, and 
there is not another press like 
it in the world. It is equipped 
with two folders which deliver 
the papers  wire-stitched and 
folded to page size or half page 
size, as may be desired. The 
plate cylinders are so arranged 
that double page matter may be 
printed on the two middle pages. 
The speed capacity per hour of 
this press is as: follows: 24,000 to 
32,000 papers of sixteen to twen- 
ty pages; 18,000 to 24,000 papers 
of twenty-four pages; 12,000 to 
16.000 papers of twenty-eight, 
thirty-two, thirty-six, or forty 
pages; 6,000 to 8000 papers of 
forty-eight, fifty-six or  sixty- 
four pages. 
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Every year you send out a 
dark blue catalogue which re- 
poses on the shelf or in the 
book-case of your prospective 
customer along with four dark 
blue catalogues, seven light brown 
ones, three bright red ones and 
others of various hues. What 
chance has your catalogue to sell 
goods? 

And three or four times a 
year, when you happen to feel 
like it, you get out a piece of ad- 
vertising matter with nothing 
particularly distinctive or forcible 
about it—advertising matter 
which differs from that of your 
competitors only in the name at 
the bottom. What chance has 
advertising of that kind to sell 
goods, and how does it help to 
lift your catalogue out of the 
dusty row on the shelf? 

What you need is a series of 
bright, strong, snappy, convinc- 
ing matter to go through the 
mails at regular intervals, telling 
your story in a new way, keep- 
ing the merits of your goods up 
in front of the dealer's eye, and 
absolutely forcing him to order 
from your catalogue instead of 
from the other ones. This can 
be done in a way that will pro- 
duce results, increase your busi- 
ness and make money for you. 
We know that this is true, be- 
cause we have done it for scores 
of manufacturers whose - sales 
problems were just as difficult as 
yours if not more so. 

Now is a good time to ask us 
questions about this important 
matter—the Fall season is upon 
us. Address me personallv 


GEORGE ETHRIDGE, 
THE ETHRIDGE COMPANY, 
Hartford Building, 
41 Union Square, New York. 
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ADVERTISING is the last thingto THe Catholic World has adopt- 
flock to a periodical, and the last ed the index-card form for ad- 
thing to leave it. vertising rate cards. 











H. K. Stroup, formerly in Tue Jackson, 
charge of the copy department of 
the Van Cleve Agency, New August 31. 
York City, has secured the posi- dated November 
tion of advertising manager for 
the Snellenburg Clothing Co., 


Michigan, Pa- 
triot issued a new rate card dated 
The previous card, 
I, 1905, was 
based on a regular issue of 5,000 
copies and the advanced rates are 
based upon 7,500 daily. The av- 
=== erage number of copies printed 
Town and country carriers of each issue of June was 8,250 
the York, Pa., Daily and VDis- daily and 9,045 Sunday. 
patch to the number of ninety en- 
joyed an outing at a local park, 


Philadelphia, 








A WESTERN man claims to have 
August 28, as guests of the trol- discovered, in the waste product 
ley company and the Dispatch 6¢ jhe paper mill, a means for 
Publishing Company. 


indefinitely prolonging the life of 
ice. The housewife gives the 
ANNOUNCEMENT is made that first piece of ice a’ coating of the 
McClure’s Magazine will be ad- composition and the iceman need 
vanced in price from $1 to $1.50 call no more. If it works as well 
commencing with the October as the discoverer expects a little 
issue. Single copies will sell for advertising will make a fortune 
fifteen cents. When the price is for him, or somebody else, in a 
raised the size of the magazine short space of time, 

will be increased by _ sixteen 
pages. 











THE marriage of Arthur Stan- 
a: ; iia dish Moore, business manager of 
THE wee gore 5 et the Ladies’ World, to Miss Anite 
pany, “A ae "a . Maes ood Dumars, took place August 24 at 
sama a “ill vel eT bout the summer home of the bride's 
alist "- et ggg parents, Mr. and Mrs. Horace 
oa. 8 = | = Demers at Cutchome Long 
calendar and chronological mat- island. Mic. Moore is the cident 
end he ee —* son of S. H. Moore, publisher, 
mec Sic ‘ie ge Sieehenh. and Myra Drake Moore, for 
sin etnieririse ade ethan sam’) im “=> many years editor of the Ladies’ 
ed review of current events, a World The Wide ls the only 
number of stores, etc. _ At least daughter of Horace Dumars, ad- 
140,000 copies will be distributed. : 











vertising manager of the same 
= : magazine, 
: The Lewis Pub- g 
Lewis oh: : = = 
lishing ‘Company 
To Resume. announces that THE rank and file of bank 


the publication of the Woman's statements are about as _prosy 
Magazine and the Woman's and dull as anything imaginable. 
Farm Journal will be resumed It is with particular pleasure, 
commencing with the October is- consequently, that the Little 
sues. In addition to the regu- Schoolmaster calls attention to 
lar issue of the Woman’s Maga- the statement recently issued by 
sine there will also be published the Germania National Bank, 
a weekly edition for distribution Milwaukee, Wisconsin. This 
as a magazine supplement by bank has not been satisfied to is- 
Sunday newspapers. Besides the sue the bare statement of re- 
new Goss five-color presses, the sources and liabilities, but adds 
Lewis plant is being enlarged by convincing reasons to account 
the addition of a large photo- for the marked increase in de- 
engraving outfit and _ various posits since the commencement of 
other improved machinery. business in 1903. 
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THE SEPTEMBER 
ZINES. 


MAGA- 


Timeliness is one of the quali- 
ties in magazine circulation that 
publishers, advertising managers 
and solicitors have taught the 
advertiser to greatly over-esti- 
mate. Into the office of adver- 


tiser or agent comes, say, the 


solicitor for some periodical that 





ADVERTISING IN LEADING MONTHLY 
MAGAZINES FOR SEPTEMBER. 
(Exclusive of Publishers’ own advertising.) 
Pages Ag. Lines 
System 213 47,712 
Eeverybody’s ....ccccscces 133 29,792 
ey ere 130 29,269 
Ladies’ Home Journal 
(cols.) 
Munsey’s 
Country Life in America 
(cols.) 
Review of Reviews 
Cosmopolitan 
Sunset. 
Pacific Monthly 
Century 
Woman’s Home 
SS Pree 
Harper’s Monthly.. i 
TIE Sn ces nee en 
American Magazine 
Good Housekeeping 


28,894 
28,836 


27,982 
25,934 
22,120 
20,022 
19,756 
19,488 


18,400 
18,368 
17,798 
17.472 
17,024 
16,464 
Business Man’s Magazine 

(August) 16,054 
14,903 
13,480 
13,333 
135294 
11,761 
11,422 
11,194 
10,752 
10,248 


Delineator (cols.).......... 

Outing Magazine... 

Suburban Life (cols. 

Ladies’ World (cols.) 

Success (cols.).. 

Garden Magazine “(cols. oy 

Red Book 

Pearson’s 

American Homes and Gar- 
dens (Cols.).....cccccese 

Field and Stream......-.. 

Metropolitan 

National Magazin 

Housekeeper (cols.)....++ 

Recreation (cols.).......... 

Harper’s Bazar 

Ainslee’s 

Normal Instructor (cols.).. 

Yachting (cols. 

Designer (cols.)... ..++.+. 

House and Garden (cols.). 

Technical World 

Broadway Magazine ...... 

Current Literature 

New Idea Woman’s Maga- 
zine (cols.). seanievensee 

i Appincott’ 's 

Etude (cols.)...... 

Modern Priscilla (cols.).. 

McCall’s Magazine (cols. ). 

Gunter’s Magazine..... aee 6,700 

Argos ese 6,586 

Atlantic Monthly 6,080 

Pictorial Review (cols.— 
Co er 

‘Theatre Magazine (cols. a . 

House Beautiful (cols.).... 

All-Story Magazine...... 

Popular Magazine.. ° 

Van Norden.... .. 


91505 
9,238 
9,184 
9,184 
95154 
9,130 
9,128 
8,824 
8,722 
8,696 
8,586 
81555 
8,488 

8,288 
8 ‘064 


7,986 
7,868 
71504 
71383 
6,864 


6,038 
6,023 
5,971 








Pages Ag. Lines 

Circle (cols.)...... 5,408 
Spare  poeng —_ — 

August) .. . 
Bockman... 
Appleton’s Magazine..... 
Strand 
Health Culture... 
Wide World Magazine. . 
American Boy (cols.).... 
Smith’s Magazine......... 
Blue Book 
Travel Magazine (cols.).... 
Transatlantic Tales...... 
Smart Set 


5,282 


Scrap Book 

Do ee 
Railroad Man’s Magazine 
Business Philosopher...... 
Ocean 

People’s Magazin 


2,464 
1,688 
1,344 
1,081 
672 
448 
ADVERTISING IN LEADING WEEKLY 
MAGAZINES FOR AUGUST. 
(Exclusive of Publishers’ own advertising.) 

Week ending August 4: 

Ag. Lines 
8,754 
8,512 
7,057 
5,829 
5,299 
35949 
3,865 
3,776 
2,736 
2,330 
1,828 
1,291 


Independent (pages) 
Churchman 


Saturday Evening Post.. 
Outlook (pages).......... 
Literary Digest...... ess 


Scientific American..... 
Christian Herald 

Leslie's Weekly. 
Christian Endeavor World 
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Week ending August 11: 
Cols. Ag. Lines 
55152 
4,838 
45515 
4,088 
3.516 
31490 
2,401 
2,369 
2,272 
2,064 
1,934 
1,568 


Collier’s ........ 

Outlook (pages).......... 
Saturday Evening Post... 
Literary Digest.......... 
Vogue 

Churchman 


Independent (pages)...... 


Week ending August 18 ; 
Saturday Evening Post. 
Collier's 


6,146 
53474 
45546 
4,125 
35704 
3,682 
3,468 
2,016 
1,967 
1,926 
1,863 
1,505 


Literary Digest........... 
Churchman. . 
Outlook (pages) .... 
Independent (pages) 
Christian Herald 
Scientific American 
Leslie’s Weekly 
Christian Geleuur World 
Week ending August 25: 
Outlook (pages)... ....++ 
Saturday Evening Post... 
Collier's. .cccsccocssccsves 
WOE 5 n0-05 be 
Churchman 


15,008 
7,080 
5,454 
35495 
3,189 
3,047 
2,666 
2,399 
2,060 
1,651 
1,548 
1,512 


Scientific American 
Christian Endeavor World 
Independent (pages) 
Week ending September 2: 
Collier’s 7.480 
6,3: 5 
4,067 
31422 
35300 
3,228 
3,205 
2,494 
2,210 
2,016 
1,158 
927 


Literary Digest 
Saturday Evening Post... 
Christian Herald 
Outlook (pages)......+++++ 
Churchman 


Scientific American. 
Independent (pages) 
Christian Endeavor World 
Leslie’s Weekly 

Totals for August: 
Outlook 
ORE Gi. 6 s00bekncnawense 
Saturday Evening Post... 
Vogue 
Churchman .... 


30,49! 
29,388 
27,062 
21,638 
21,223 


Literary Digest 
Independent 

Christian Herald. 
Scientific American 
Leslie’s Weekly 

Christian Endeavor World 





vibrates with. timeliness. Its ar- 
ticles deal with the news issues 
of each month, and its editors are 
so keen at discerning news values 
that they work weeks ahead pre- 
paring matter that will hit the 
precise issue at the precise mo- 
ment it comes to public attention. 
With a policy like this, of course, 
the solicitor has an_ excellent 
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talking point, and in the heat of 
argument he can often take busi- 
ness away from competitors with 
more circulation, but less of the 
timely element. It is cited, as a 
point against story magazines, for 
instance, that they differ in no re- 
spect from month to month, and 
that readers would as soon have 
an old issue as a current one. It 
is charged, too, that one lasts the 
average reader two months. If 
that were the case, of course, the 
advertiser ought to use such a 
magazine regularly, for its  cir- 
culation is practically double its 
distribution. But, such is the 
sophistry of the solicitor and the 
purblindness of the advertiser, an 
argument of this kind usually 
stands for -an argument against 
the magazine at whigh it is aimed 
by its competitors. ; 
* * *x 

newsdealers (an excellent 
class for every advertiser to cul- 
tivate in determining magazine 
values) will tell you that in sales 
of magazines there is absolutely 
no demand for one bearing last 
month's or last week’s date. 
Some of the leading periodicals 
are non-returnable. Such copies 
as the newsdealer has left over 
are permanent dead stock, and 
cannot be closed out even at cut 
prices. Several of the story 
magazines come outa week ahead 
of all other magazines. While 
the last of the October monthlies 
are appearing during the final 
week in September, lo! the news- 
stand purchaser's eye is greeted 
with November issues of maga- 
zines like Smith's and the All- 
Story. Publishers say that this 
“previousness” means extra sales 
of 10,000 to 25,000 copies a 
month, simply on the strength of 
the November date among a 
crowd of October magazines. The 
public, when it buys a magazine, 
seems to want the very latest in 
date, though actually such maga- 
zines are alike from month to 
month so far as. contents are 
concerned. Even the notable 
magazines dealing with news is- 
sues are not so greatly different 


from issue to issue. 
ok * * 


The 


In considering the element of 
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timeliness, the advertiser may set 
it down that all magazines, what- 
ever their character, are time- 
ly. Subscribers get them month 
after month whatever their con- 
tents, while the news-stand pub- 
lic buys according to the date 
on the cover, and refuses an 
old number as a gift. The 
date on the cover is the real 
criterion of timeliness, and em- 
bodies about all the value that is 
to be expected from this element 
of desirability. Consideration of 
the contents of leading monthlies 
and weeklies will show that, not 
the news magazine has the largest 
circulation, but rather the maga- 
zine of general nature. Collier's, 
it is true, is largely of news 
character. But the Saturday 
Evening Post, founded on_ the 
theory that magazines have little 
to do with the news, has «snore 
circulation than Collier’s. The 
Literary Digest, Outlook and In- 
dependent are news magazines of 
the highest type, and widely 
valued on that account. But the 
Youth’s Companion, which is 
largely general in nature, prob- 
ably has more circulation than 
the three combined. The story 
monthlies equal leading news 
monthlies in circulation, and in 
some cases surpass them. In 
making these comparisons, 0 
course, there is no intention to 
imply that any one of these fine 
publications is better than an- 
other. The point, rather, is to 
emphasize the fact that timeliness 
has been greatly overworked as 
a solicitor’s argument, that the 
magazine people themselves have 
taught advertisers to put too 
much stress upon it in selecting 
mediums, and that timeliness is 

best a side issue in making up 

list to. accomplish any given 
purpose of publicity. If the ad- 
vertiser puts his September an- 
nouncements in any periodical 
bearing the September date, he 
may be certain that people will 
read it in September, whatever 
the contents of the magazines 
sel: cted, and that when Septem- 
ber is .gone, his announcement 
will have been almost wholly dis- 
placed by the oncoming October 
Magazines, 


3r 


MAGAZINE NOTES. 
The increased width of Short 
Stories Magazine makes it much more 
attractive in appearance. 


The September Special of System 
totals 213% pages of advertising, ex- 
clusive of publishers’ announcements. 
The issue one year contained 210 
pages, net. 

The Atlantic Monthly is making ex- 
tensive preparations for the Anniver- 
sary Number, to appear in November, 
which will commemorate completion of 
fifty years of continuous publication. 


The publishers of the Butterick Trio 
argue that an advertisement in the 
Delineator, Designer and New Idea 
Woman’s Magazine will by print and 
by consequent word of mouth put the 
advertised goods in time before _prac- 
tically every consumer in the United 
States. 


In 
ident Roosevelt 


verybody’s for September Pres- 
returns to the attack 
upon the “nature fakers’’ in an ar- 
ticle with that title, published over a 
facsimile | of his }_aenegragh signature. 


Dates Ah« Ahead. 


Sunset Magazine is sending out 
copies of affidavits showing a circu- 
lation of 102,000 copies per month. 
This is a gain of over sixty-six and 
two-thirds per cent in less than one 
year, and shows that Sunset is pre-emi- 
nently the magazine of the Pacific 
Coast. 

_ +o — 
SUGGESTION IN ADVERTISING. 

The mere putting together of words 
which announce the truth that a cer- 
tain firm has a large number of ar- 
ticles for sale, that they are of good 
quality and will be sold at reasonable 
prices, does not of necessity constitute 
a good advertisement. If the words 
can be made to awaken thoughts in the 
reader’s mind, which will in turn 
awaken other ‘thoughts—and if all these 
awakened can be directed to reasons 
why he ought to buy one or more of 
the things enumerated, the advertise- 
ment will prove valuable, if given the 
proper setting. Especially will this be 
true if the wording or pictures or 
both, are made to reach the intellect 
through the senses, and set the mem- 
ory at work so that it shall be fixed in 
the reader’s mind that Blank & Co. 
make a_ specialty of certain things 
which he needs, or may sometime 
need.—Profitable Advertising. 

hPa 
Company, of Chi- 
cago, manufacturers of Decalcomania 
transfers, have completed plans for re- 
buiiding on a larger scale that part of 
their plant which was destroyed by fire 
last month. One week after the fire 
the concern was running fifty per cent 
of its usual capacity and it is now 
running normal, by working day and 
night shifts. : 


Tue Meyercord 


—— 


ApvertistnG through the medium of 
the sandwich man was known in Flor- 
ence, Italy, as eagly as 1846. 
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ASSOCIATED ADVERTISING 
CLUBS OF AMERICA. 


ANNUAL MEETING AT CIN- 
A PRONOUNCED SUCCESS 
-BONDS OF UNION ARE TIGHT- 
ENED AND AIMS OF THE ASSO- 
CIATION ARE BETTER DEFINED— 
NOTABLE SPEECHES, 


The representative of Print- 
ers’ INK who attended the third 
annual convention. of the Asso- 
ciated Advertising Clubs’ of 
America in Cincinnati was thor- 
oughly surprised and _ gratified 
with the work of the meeting. 
Candidly, he had expected to 
meet with a_ hail-fellows-well- 
met convention, ending with a 
jovial banquet, after which the 
celegates would go home with a 
very kindly feeling toward all ad- 
vertising men, and particularly 
Cincinnati advertising men. 

But he found a_ convention 
dead in earnest. It was a hus- 
tling assemblage of “live wires.” 
The delegates had gathered for 
business,—the business of adver- 
tising. 

The programme was carried 
out, with one exception, exactly 
as intended, and on Friday morn- 
ing officers were elected and the 
convention adjourned. Medill 
McCormick, publisher of the 
Chicago Tribune, who was on the 
programme to speak on “Char- 
acter in Newspaper Advertising,” 
could not be present and Lafe 
Young, publisher of the Des 
Moines Capital, delivered an able 
address upon this subject, pre- 
pared at short notice. Below is 
. given Colonel Young’s address, 
and next week will be printed 
that of H. S. Houston, advertis- 
ing manager of Doubleday, Page 
& Co., upon “The Value of 
Magazines for Advertising 
Cities.” 

Colonel 
follows: 


Mr. Chairman and gentlemen of the 
Convention: 

I appear as a substitute this morn- 
ing for the distinguished publisher of 
the Chicago Tribune, who, I have no 
doubt, is somewhere around the coun- 
trv doing the same_ missionary work 
that we are engaged in here, but is 
“kept from our midst,” as the editor 
“a say. 

his is my first visjt to any city or 


THIRD 
CINNATI 


Young spoke as 


PRINTERS’ INK. 


in the State of Ohio. That is a 
singular confession to make and espe- 
cially here in Cincinnati. I remembe: 
once seeing and hearing a gentleman 
who said he was from Cincinnati, wh 
complained of having his “lights al! 
lit.” By the way, he was in the 
“Prince of Pilsen.” Since that time i 
have had a kindly remembrance 0: 
Cincinnati, but remembering his ex- 
perience [ did not last night go on 
the boat ride. 

Now, gentlemen, I say I am here as 
a substitute, and I am asked to speak 
upon a theme which bears upon the 
newspaper end of this reform. You 
are all missionaries, This is a mis- 
sionary society. You are all John the 
Baptists; you are going before; you 
are blazing the way for whole gener- 
ations of the advertising world that 
shall come after. The advertiser is a 
leader. People love to be led; men 
love to be told what to do; women 
love to be told what to wear. <Ad- 
vertisers, therefore, are leaders. You 
are the men who pay for advertising, 
while the newspaper men are those whvo 
receive ; and I would, like to have you 
bear in mind this morning that “‘it is 
more blessed to give than to receive. 

say, you are leaders in an age of 
leadership, in the most progressive era 
of all time, the age of steam, of elec- 
tricity and of gasoline. -By the way, 
a couple of Englishmen from the _ in- 
terior of England—and they have their 
David Harums in England as well 
we have in the United States—were 
visiting “London for the first time; of 
course they visited that wonderful col- 
lection of evidences of times past, the 
sritish Museum, and in that museum 
they found themselves looking upon a 
mummy, They looked upon it with 
great interest. Above the mummy 
were the letters and words, “B.C. 87. 
One Englishman said to the other, 
“What does that mean?” “Why, that 
is the number of the automobile that 
killed him!’ 

Gentlemen, this as I -understand it, 
is the beginning of the crusade against 
falsehood and misrepresentation in ad 
vertising; and so far 


town 


as 


as that gospel 
can be proclaimed and that cause ad 
vanced, I am satisfied every newspaper 
in America is- with you. It ought by 
a well-defined statute to be made a 
crime to mislead, to cheat, by means 
of an advertisement in a_ respectab! 
magazine or journal. The men who 
buy such publications expect the truth 
Honesty is the best asset that an 
business man can have, whether in a 
vertising or in anything else; and tl 
great establishments that are doing tle 
business of America to-day have 
other capital or need no other capital 
so much as their well-established repu 
tations for honesty, the fact that 

child can make a _ purchase there 

well as a man, and any goods boug'it 
can be returned if not as represente 
That policy is the foundation of eve: 
fortune made in merchandising on tl 

continent. The great store of Chica 

is built upon that; and though tie 
man is dead who ‘discharged a cle: 
for misrepresentation, his establishme 

goes on on the same plan, because 

manager can afford to change the vs 





t is a 


espe- 


embe1 
tleman 


all 


capital 
repu 
mat ¢ 


re 
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oug!it 
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varying policy of Marshall Tield, to 
sell goods as represented. It is the 
very genius, the foundation of  suc- 
cessful business; and who has a great- 
er interest in this truth-telling than 
the men in whose columns the space is 
hired? 

People learn to love their newspa- 
per; they learn to rely upon it; in 
many cases a publisher reaches the 
second generation of his readers, and 
they learn to believe that he whose 
name stands at the head of a column 
is responsible for and writes every- 
thing that goes into the paper—adver- 
tisements and all; and according as 
this publisher has’ integrity, so the ad- 
vertising has value. Thus the _ pub- 
lisher has a responsibility to see that 
his columns are not abused. 

The best investment that can be 
made is to put fakism out of adver- 
tising; it would be worth millions of 
dollars to the publishers, There are 
now men—publications—of a high 
class and of abundant resources, that 
are on the mountain tops, that reject 
everything that does not pass the 
scrutiny of their own conscience be- 
fore it goes in. But in the great vol- 
ume and rush of daily newspaper life 
and work, such censorship seems well- 
nigh impossible unless it has the part- 
nership of advertisers. I cannot have 


a man standing at my counter with 
sufficient judgment, acumen and _ intel- 
ligence to look a man in the face and 
say, “You are a liar! I cannot pub- 
lish this.’ The law must say what 
shall go in and what shall be legiti- 
mate; then the man behind the coun- 


ter says, ‘‘You will have to investigate 
this, 1 am afraid this is a violation 
of the statute.” We now have such 
a law in regard to lotteries; we can- 
not announce in the Des Moines 
Capital—one of the greatest publica- 
tions on earth! That is legitimate ad- 
vertising, not an over-statement. We 
cannot announce the result of a_lot- 
tery, We cannot say that “John 
Smith drew a watch in a raffle at Bill 
Jones’ saloon yesterday in the inter- 
est of a blind girl.” We can announcé 
that in the city edition when it does 
not go through the mails, but if by 
chance the mailing clerk gets hold of 
the wrong edition and our enterpris- 
ing competitor gets on to that fact, we 
are up against it with the postoffice. 
We do not complain of this anti-lottery 
prohibition, It is a wise thing, for | 
never knew a lottery in by life that 
a not a fake; it is a matter of de- 

eption; it takes the money of the 
ignanena and the unwary, and it ought 
not to be, and the Government thinks 
so. Hence the prohibition. That is a 
start in the very direction of this 
missionary society. 

How much easier it would be, and 
how much pleasanter, if all commerce, 
i everything on the counter and shelf 

as what it was represented to be. 
Coniaanen is cleaner in America than 
almost any other land in the world. 
Goods. come nearer passing on their 
value, their real value, in God’s coun- 
trv here than any place I was ever in. 

Sut there is room for improvement. 
The man who sells blue sky to those 
to whom he cannot sell the Masonic 


Temple is abroad in the land. What 
are you going to do with him? There 
is some reason why there should be 
breeziness and life in advertising. No 
one would ask that advertising be 
made monumentally dull. When the 
enthusiastic railroad advertising de- 
partment puts out its great posters 
telling of the country where the sun 
always shines and the flowers always 
bioom, it should not be subject to in- 
dictment, because they do nearly al- 
ways have sunshine and they do near- 
ly always have flowers in bloom, so 
that that probably escapes the law. The 
man who has real estate for sale and 
who says that he can produce one 
crop after another and that it is with 
great difficulty that the second crop is 
prevented from crowding the first 
cron out of the ground on account of 
the extraordinary fertility of the soil, 
will have to be permitted by some 


LAFAYETTE YOUNG. 
means to go on with his romancing, 
because he keeps the American people 
moving from one State to the other, 
he keeps money changing hands. And 
I presume there is not a lawyer in 
the employ of this missionary society 
that can frame a statute that will reach 
that sort of breeziness that describes 
the land that is always beyond and 
never at hand. So that must go on. 
But what in the name of heaven are 
you going to do with the politician, 
who if he were not permitted to over- 
state and misrepresent, would have to 
go out of business? Suppose you 
were to confine him to the truth— 
think of that for a .minute, especially 
ina city campaign when the organiza- 
tion is on one side and the Indians 
on the other! As they occasionally 
are in some countries, but not in Ohio, 
where politics is a lost art! What will 
you do with the barker who stands at 
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the front of the tent telling about the 
monstrosities and curiosities inside in 
order to have somebody drop a dime 
in the till, go inside and find nothing 
but a fake; are you going to put that 
intelligent class out of business? What 
would they do? Over in the Philip- 
pines they have “‘bosses’’ who hire men 
out. You cannot hire men individual- 
ly; you have to hire a bunch from the 
boss. They seem to have some Amer- 
ican ideas without hardly knowing 
that we are on the map. One of those 
bosses, when he saw that we _ were 
educating the children to do away with 
bosses, asked an American “What am 
I going todo when that comes about?” 
The soldier answered, ‘‘Go to work, by 
God.” That is an expressive phrase, 
and it is wicked, but it is the truth. 
And all these barkers that have freaks 
inside that are themselves bogus, put 
them to work. Some time when this 
great land of ours is so teeming with 
population that: you will have to till 
the public highways and the waste land 
in the fence corners, and in the rights 
of way of the railroads, you will have 
to put every barker and every fakir 
on the globe at work tilling the soil 
to produce the food to feed the Amer- 
ican people of the generations yet to 
come. There is plenty to do, plenty 
of legitimate work to do, 

I commend your efforts, gentlemen. 


Their fruition will bring the newspa- 
per into its rightful estate; the news- 
paper, that ought to be the safeguard 
of right and of the Republic; the 
newspaper, that is at the grave of your 


dead and at the marriage of your 
daughter and your son, to say a kind 
word; the newsaper of your fireside 
and your home wants your help, wants 
your help in this great reform which 
is greater I think than you have ever 
contemplated or now realize; it wants 
your help in cleaning out its columns 
and in purifying commercial life. If 
vou can get at the man who sells the 
gold that is not mined, and the silver 
that is not mined; if you can get at 
the man that sells fine-looking certifi- 
cates that represent no value except 
the printer’s ink that is spread upon 
their surface—if you can get at him, 
you will be doing God’s mission on 
earth. 

One of the crimes of this age of 
prosperity is the existence of fake con- 
cerns who take the honest, hard-earned 
money of the wage class and make 
them believe they are getting some- 
thing when they are getting nothing; 
and I presume this great missionary 
purpose of yours contemplates that 
that shall no longer be. Heaven 
knows there is not a missionary so- 
ciety on the globe that is performing 
a greater office than yours if you 
carry out with enthusiasm every pur- 
pose described by your chairman and 
your last speaker here. I, as a pub- 
lisher, look upon it as a great wide 
problem affecting the whole American 
press. 

Now a word about some of the 
other fakes. They seem to be_ in- 
numerable. They come to our desks 
in correspondence. We newspaper men 
have to on our guard all the time 
or somebody will promote something 


without our knowledge through our 
own columns without a cent of com- 
pensation. These fakirs are geniuses 
born. We cannot reach them all in a 
day. A man was on the gallows who 
had been convicted of a crime and 
received the death penalty. His hands 
were pinioned behind him and _ the 
black cap was lowered. He was tak- 
ing leave of the sheriff in whose cus- 
tody he had been for some time; he 
was saying a farewell word to the 
jailer whose comradeship he had for 
months enjoyed; and after he had 
taken leave of his jailer and the sheriff, 
he winked at the chaplain and said, ‘1 
will see you later.”’ And so as to all 
the innumerable fakes that cannot be 
described this morning, I presume you 
will have to ‘“‘see them later,” 

Now let me say a word from the 
publisher’s standpoint in the cause 
our great cause—of getting your 
money. Sometimes you will hear an 
advertiser say, “I have spent  thou- 
sands in advertising; I have built up 
a great business that encompasses the 
public. My customers are everywhere. 
Now I will sit down, will withdraw 
my advertising, I will enjoy myself, 
and I will take my profit. I will quit 
advertising now that I have got this 
great business built up.” Those of 
us who observe humanity in all its 
phases know that there is not any 
such thing as building up a_ business; 
it is never “built up.’”’ In this enter- 
prising age there is always something 
else building up besides you, and any 
lack of energy. on your part is taken 
advantage of by your competitor. 
Nothing is “completed” in the adver- 
tising world, nor can it be completed. 
If it could be, the railroads which put 
up that phrase, “Railroad Crossing! 
Look out for the cars!” would only 
have to put it up by the railroad track 
long enough for all the people of a 
neighborhood to see it once, and then 
they could take it down and put it up 
at another place. There would be two 
bad things resulting from a completed 
course of advertising; we would be- 
come too inert to keep the flies off, 
and too inactive to enjoy ourselves. 
Solomon, the great wise man, was once 
asked, “Who is the happiest man in 
the world?” He replied, “A _ king 
whose crown is constantly in danger.” 
And that is true. That which puts our 
muscles to tension and our backs to 
the burden is one of God’s blessings; 
it makes men of us instead of drones 
in society. ‘Lherefore, an established 
business would be a misfortune; we 
would be probably building $200,000 
dog houses at Newport, wasting our 
_ as some of our American citizens 
do. 

Now, gentlemen, I have _ occupied 
some of your time, whether wisely or 
not remains to be determined; but I 
can say as an American business man 
and citizen I am gratified to be in 
your presence. 

This United States of America 
never was so prosperous, never so full 
of vim and energy as at the present 
time; yet there never was so much 
being done for the human race. Never 
since time began has the interest of 
one becn so much the concern of all 
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as at this very hour in our land. I 
want to say, as I make it a rule to 
say, to the coming generaticn of 
American. business men, keep your 
heart and your conscience, and above 
all things, keep your patriotism. 

For the next fifty years your com- 
petitors in the wor!d’s markets will be 
—and they are now—Germany and 
Japan, because of the innate loyalty 
of the German to the Kaiser, and the 
everlasting, undying loyalty of the 
Japanese to the Emperor, whom_they 
believe to be the son of God. Those 
two lands, full of energy and ambi- 
tion, thrift and matchless industry, 
will be your competitors in the next 
half century. Some of those who hear 
me will live to a full comprehension 
of that fact. Therefore, in this land 
we must have thrift, economy in dis- 
cretion, economy in management, and 
the very highest production of ma- 
chine and hand to compete with Ger- 
many and Japan. This is a horoscope, 
a glance into the future. Everybody 
works in Japan—including father. 

Now in the midst of this glowing, 
enthusiastic prosperity in the United 
States, where the only question is 
whether we shall buy an automobile 
or a pair of bob-tailed horses, we find 
ourselves in the midst of discontent. 
There are more’ conventions, more 
meetings being held where _ frenzied, 
wild-eyed people are looking them- 
selves in the face and asking what 


they are going to do than we had in 
the old days of Coxey’s army; and as 
the wild-eyed orator looks in the face 


of his hearers, he says, “I think if I 
read your countenances aright there 
will be an uprising of the masses.” 
Yes, there will be an uprising of the 
masses to overcome the ‘politicians who 
agitate in the midst of this business 
prosperity. Before we rise above this 
prosperity we want a little more time, 
because we want a little better build- 
ings, some new front steps and some 
better sidewalks before the agitator 
gets in his work. Some of us can re- 
member the time when we paced the 
floor, when we could 
nor lend, when we could not either go 
forward or back, when all we could 
do, like the boys who went down in 
the old swimming-hole, was to hold up 
two fingers to indicate where we went 
down. We are praying God to give 
us a little more time before the _politi- 
cian thinks it mecessary to invoke 
upon our heads the storm of financial 
loss and disaster, Our colored friends 
think liberty is a failure, and every 
foreign nationality is marching under 
its own flag and declaring that every- 
thing is wrong in the United States. 
I am here this morning to tell you in 
the name of high heaven that every- 
thing is right in the United States. 
Sometimes I wish that these wild-eyed 
friends would buy a_ steerage ticket 
and go back to the place from which 
they came, if they are not satisfied 
with this God-given land where they 
are given’ a homestead, a place to live, 
a piece of land, and the right to vote, 
and yet they are not satisfied. I tell 
you, my friends, I am like the wild- 
eyed man that ran amuck in the 
streets of the Texas town, crying out, 


neither borrow. 
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“Let me alone, I am a wolf, and this 
is my night to hewl.” I am a patriot, 
and this is my morning to howl! 

Now, gentlemen, go on with your 
cotton picking; that is all I have to 
say. (There was an uproar of many 
voices, “No, go on! Go on!” and 
boisterous applause.) 

You know in grinding grist, that 
after you have ground the grain you 
run the middlings, then the bran, then 
the chaff; and [I am afraid to go on 
with the ‘grist for fear I have reached 
the chaff, or at least the middlings. 
We are all looking to the coming year 
with a little bit of dread. We do not 
know what is going to happen. We 
are keeping our weather eye out for 
political happenings; but we know that 
whatever happens, as Grover Cleveland 
says, the soil remains, if nothing else 
endures. The soil is the foundation 
of all wealth. 

I come from a State that carries no 
advertising car; it is as little knowr 
possibly as almost any other State in 
the Union. We haven’t anything to 
congratulate ourselves upon but the 
waving fields of corn—Indian corn, 
native of America, along with tobacco, 
and the turkey that you all have on 
Thanksgiving Day—all natives of 
America, or we would say now, 
natives of the United States. The 
white man, when he came to _ these 
shores, found Indian. corn growing on 
the high grounds in Mexico and Peru. 
It didn’t do well in the hot climates; 
it never amounted to anything beyond 
roasting ears, and wasn’t even good 
for that; it was only a temptation to 
flies and bugs to swarm about; but 
when it reached the highlands of the 
great North, where the snows fall in 
winter and the cold winds blow, and 
the summer sunshine beats down for 
one hundred days from May to Oc- 
tober, there they grow Indian corn, 
that solid substance that never put a 
germ of ill in animal or man; which 
makes the solid meat in hogs and cat- 
tle, and builds the srxscle of stalwart 
manhood, the pride of the Anglo- 
Saxon race. Even at this time in our 
State you can hear its green blades 
creaking in the wind, and see its tas- 
seled ears peeping forth still in the 
husks, the tassel at the point indicat- 
ing where the grain is; and in the fall 
when we cut and put it in the shock, 
it will be stored for animal and beast, 
and then in the cold blizzards of 
winter it will be fed in the sheltering 
barns where are housed the cattle and 
the hogs. It is one of the most ap- 
preciated agricultural products, the 
gueen product of the soil. 

In the State from which I came 
there never was a battle fought for 
liberty or for life or law upon her 
scil; yet she lies between the largest 
of the great rivers of the continent, 
and to us who live there always she 
is a source of pride. We lived onthe 
prairies when there were no railroads, 
when we kept the stage- driver simply 
to have his society over night to learn 
what the great world was doing on 
the outside; we made the long trip 
to the Mississippi river of 125 miles 
to trade, paying twenty-five cents a 
yard for calico, and buying shoe upper 


as 
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and sole 
thread, with 


and 
shoes 


leather, waxed ends 
which to make the 
for the children of the family. Those 
were the days when the clothing of 
the larger boys was passed down regu- 
larly to the younger ones. I know 
how it was, for I was the youngest 

I got the last whack at the clothes. 
They came home with the sole leather 
from what they called the “river” in 
those old days; and think of it, we 
never thought of throwing a garment, 
a shirt or a coat away till there was 
no room for another patch on it—not 
another patch. We never have any- 
thing like that to-day. By the intro- 
duction of machinery and the taking 
away of the labor from the home the 
cloth is cut in the factory and goes to 
the home ready-made. It is so cheap 
that it is never patched, you throw it 
away. In our schooldays we sat upon 
puncheons with the round side down 
and the flat side up, and two legs 
reaching to the floor. alk about 
patches, there was not a boy in the 
school that didn’t have a letter in the 
postofice! And many a young heart 
felt its first sorrow when the young 
sweetheart would tell the boy that he 
had a letter in the postoffice, and_his 
blushes would mount to his eyes, 
about want and dissatisfaction at 
present time, I remember having two 
marriageable_ sisters, and a young 
farmer living some ten miles away— 
a very near neighbor in those J 
when we had no rural mail, or tele- 
phone, or interurban car—came to see 
those girls. He had a patch on each 
knee, and the situation was embarrass- 
ing; but with true American spirit he 
met the issue, he crossed his legs, and 
put his hat over the other one. And 
yet to-day men are dissatisfied with 
what they have. There is one thing 
we had in those old days; we were 
not dyspeptic from  overfeeding on 
rich foods. The stomach that is fed 
from infancy on corn bread never has 
to trouble itself with breakfast food in 
later life. So we have that as a heri- 
tage from the great West. 

Then the war came 
was assailed, and the 
those rural farms and 
Who was the first to go? 
of those stalwart boys, the 
household, who had always been the 
one to build the fire in the “morning; 
who had helped to dress the younger 
children; who never left his plow 
boots in the middle of the floor for 
his mother to stumble over; who was 
always thoughtful to see that there 
was wood in the corner with which 
to cook the noon meal, before he 
went to the field. He was the _ first 
to go in the cause of Lincoln, liberty 
and union. He marched away to the 
battlefield, going with Sherman from 
Atlanta to the sea; and when the 
smoke of battle cleared away he was 
found beyond the last rampart with a 
broken musket in his hand, dead upon 
the field of honor, dead upon the field of 
giory, for your land, your country and 
mine. God spare and perpetuate the 
great Republic of Washington, Lin- 
coln and Grant. 

thank you. 
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At the close of this address a 
mighty shout went up: “What's 
the matter with Iowa? She’s all 
right!” and three rousing cheers 
and a tiger were given fo 
Lafayette Young, President 
Aubochon remarking, “I think, 
gentlemen, that even the chaff of 
that is good enough for us.” 

CONVENTION NOTES 
almost every promi 
local or general, is a 
association, 


In 
nent 
member 


Cincinnati 
advertiser, 
of the 


Playing Carl 
makes eighty- 
world’s playing 


United States 
of Cincinnati 
cent of the 


The 
Company 
four per 
cards. 
Indian apolis delegation was ac 
companied by the famous Newsboys’ 

tand of the Indianapolis News. The 
band entertained not only the mem- 
bers of the association but thousands 
of the city’s residents. 

R. F. Adams, the "Huntington, W. 
Va., delegate prepares more good copy 
for banks and retail merchants than 
anyone else in that city. 


The 


secretary-elect, 
more than 


Byron W. Orr, the 
has read PRINTERS’ 
fifteen years. 


Ink for 


‘Missouri i, 
next year, 


City, secured the 


for 


Kansas 
convention 
285 delegates were present at thie 


convention. 
elected for the 
are Smith B. Queal, of 
nati, president: E. S. Horn, Kansas 
City, first vice-president; J. F. Speer, 
Indianapolis, second vice-president; J. 
Clyde Oswald, New York, third vice- 
president; Byron W. Orr, St. Louis, 
secretary: J. Ellsworth Gross, Chicago, 
treasurer. The executive committee is 
as follows: H. J. "Haarmyer,  chair- 
man, Cincinnati; W. N. Aubuchon, St. 
Louis; T. W. LeQuatte, Chicago; 
George French, Boston; Nicholas Rob- 
erts, Springfield. Fe 
—_—_+o»—_—__+ 
A REAL ESTATE CAMPAIGN. 
Wiwnirec, Man., Aug. 22, 1907. 
Editor of Printers’ INK: 

I have been a reader of the Little 
Schoolmaster for a number of years, 
and have picked up many profitable 
suggestions from your ever brilliant 
columns. 

About a year and a half ago I was 
much interested in an article which 
appeared in your columns on “Sub- 
urban Property Exploitation,”—it cam 
at a time when I was deep in dady 
over the problem it covered; trying to 
arrive at the most effective and economi- 
ical method of marketing a large resi- 
dential property in which am. in- 
terested, in this city. 
had been using newspapers with 
success, and the sales quite warranted 
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the amount I was expending; but what 
{ desired to do was, to establish the 
fact of Rosedale’s superior advantages 
for new home builders, and the sug- 
gestions given in the above mentioned 
article convinced me that the matter 
of trying the booklet plan on this pro- 
perty, was well worth while. 

At the time of the publication of 
the first booklet on ‘‘Rosedale,’’ some 
135 lots had been sold, but it still 
remained at the same price (viz:— 
96.00 per ft.) at which it had been 
placed upon the market eighteen 
months before. Within three months 
after we had circulated 10,000 copies 
of the first of the enclosed brochures, 
every remaining lot had been sold, 
and the property kept going higher and 
higher; my duties changed from being 
those of selling agent for the property, 
to acting for the original ‘purchasers, 
and those to whom their lots were being 
transferred. 

Of course the distribution of the 
booklet was supplemented with news- 
paper advertisements from time to 
time. These seemed to have the effect 
of spurring prospective buyers to 
action, but gratifyimg was the fact 
that hundreds of the purchasers walked 
into the office with a copy of the 
“Rosedale” booklet and map on their 
person. 

The campaign had a more _far-reach- 
ing effect than merely selling this 
property. It seemed to at once estab- 
lish ‘“‘Rosedale’” in the minds of the 
people as one of the best known en- 
virons of this rapidly growing city. 
1 believe that the advertising did fully 
as much for the residents of ‘“Rose- 
dale’ as it did for our firm, in mar- 
keting it. Prices have steadily ad- 
vanced since the publicity was in- 
augurated, and some of the lots then 
sold at $6.00 per ft. are now held at 

22.00 per foot. 

I have been running a similar cam- 
naign this summer in connection with 
a newly platted portion adjoining the 
original “‘Rosedale,”’ and results have 
been equally good, 
stringency of the money market. 

These facts have convinced me that 
it requires something covering the 
subject more thoroughly than the 
necessarily brief newspaper advertise- 
ment, to win over the man who is con- 
templating so serious a step as buy- 
ing a site for a new home. 

Both booklets were written by 
Joseph Dargon, an advertising writer 
of this city. 

Yours very truly, 
Tue Darton REeEatty Co., 
Per M. Dalton. 
—— +) 

_ THe “outside’? man—the salesman— 
is very much inside; the man “inside” 
the sales or advertising manager- 
should encourage him in talking and 
give heed to his suggestions. If he is 
the right sort, he knows things that 
only the outside man can_ know. 

Selling Magazine. 


—_ <o o——_—__— 


He who trumpets the merits of his 
product in the loudest superlatives may 
be vainly endeavoring to down the 
voice of conscience,—Selling Magazine. 


regardless of the, 


Reaching the 
Consumer ——— 


Newspaper and 
Magazine Advertising 


IE. are prepared to ren- 
der a high class of 
individual and_per- 
sonal service in the 
newspaper and maga- 

zine field. 

Our work not only embraces the 
production of good copy and design, 
but also the study of sales and manu- 
facturing conditions at first hand. 

We work out the best methods of 
enlisting the aid of the dealer; of 
securing the highest degree of co- 
operation on the part of the salesmen; 
of making the work thoroughly effec- 
tive from the se//ing standpoint. 

We make a specialty of effective 
catalogue, booklet, card and folder 
matter—also house organs, 


Edmund Barllet- 
Plans dnTith CradeLiterabures 
Soe AYVERTISERS 


395 Broadway. New York_» 








New Rate Card 


for the 


JOLIET 
DAILY NEWS 


In effect, October 1, 1907. 
No increase, but revised for convenience 
of advertisers. 

Display Advertising Rates: 
One Insertion, 50c. per inch. 
Additional Insertions, 35c. per inch. 
For Space to be Used Within One Year 

100 inches at 30c. gross 
300 inches at 25c. gross 
500 inches at 23c. gross 
1000 inches at 20c. gross 


LOCAL READERS-— One time, r5c, 
per line; subsequent insertions, 10c. 
per line, 

CLASSIFIED—Half a cent a word 
each insertion; no order accepted for 
less than 25c. net, to run consecutively. 


Daily and Weekl he 
Wie isles a “ — 9,505 
7,279 


Daily Average 1906 - - 
H. E. BALDWIN, Adv. Mer. 
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THE WANT-AD MEDIUMS 


A Large Volume of Want Business is a Popular Vote for the 
Newspaper in Which It Appears. 








Advertisements under this 


heading are only desired from 


papers of the requisite grade and class. 





COLORADO. 
\ 7 ANT advertisers get best results in Colorado 
Springs Evening Telegraph. 1c. a word, 


CONNECTICUT, 
N ERIDEN, Conn.. MORNING KECORD; Old es- 
4 tablished family newspaper; covers field 
60,000 high-class pop.; leading Want Ad paper. 
Classitiea rate, cent a word; 7 times,5 centsa 
word. Agents ‘Wanted, half a cent a word. 


DISTRICT OF COLUMBIA. 
J tds rips sone and SUNDAY Star. Washington, 
©). carries DOUBLE the number of 
WANT Abe of any other paper. Rate lc. a word. 


ILLINOIS. 
Tt DAILY NEWS is Chicago’s “Want ad” 
D.ractory. 


f ih TRIBUNE publisnes more classified ad- 
vertising than any other Chicago newspaper. 


INDIANA. 

fMHE INDIANAPOLIS NEWS prints every day 

every week. every month and every year. 
more paid classified (want) advertisements than 
all the other Indianapolis papers combined. The 
toral number it printed in 1906 was 315,300. an 
average of over 1,000 every day, which is 126,929 
more than all the other indianapolis papers had, 


thes HAUTE TRIE Goes into 82 per 
cent of the homes of Terre Haute. 


STAR LEADS IN INDIANA. 


During the last seven months the InDIANAPOLIS 
Stak carried 383.17 wore columns of paid class 
fied advertising than carried by its nearest «om- 
petitor during the same period. The Star gained 
1401.76 columns over the corresponding months 
of last year. During the past two years the 
StTaR’s circulation has exceeced that of any other 
Indiana newspaper. Kate, six cents ver line, 





The Lake County Times 


Hammond, Ind. 


An Up-to-Date Evening Paper. Four Edi- 
tions Daily. 

The advertising medium par excellence of 
the Calumet Region. Read by all the pros- 
perous business men and well-paid mechan- 
ics in what has been accepted as the 
“Logical Industrial Center of America.” 

Guaranteed circulation over 10,000 daily. 











INDIAN TERRITORY. 
RDMOREITE, Ardmore, Ind.Ter. Sworn cir- 
culation second in State. Popular rates. 


IOWA. 
HE Des Moines REGISTER AND LEADER; only 
morning paper; carries more ‘“‘want’’ ad- 
vertising than any other Jowa newspaper. One 
cent a word, m’thly rate $1.25 nonp. line, dy.& Sy. 


f jee Des Moines CAPITAL guarantees the lar- 

gest city and the largest total circulation 
in lowa. The Wante*columns give splendid re- 
turns always. ‘he rate is 1 cent a word; by the 
month $1 per line. It is published six evenings 
a week; Saturday the big day. 


MAINE, 


ley ~ EVENING EXPRESS carries more Want ads 
than all other Portiand dailies combived, 


MARYLAND. 
ling! Baltimore News carries more Want Ade 
than any other Baltimore daily. It is the 
recognized Want Ad medium of Baltimore. 


MASSACHUSETTS, 
'\HE Boston EVENING TRANSCRIPT is the great 
resort guide for New Englanders. ‘they 
expect to find all good places listed 1n its adver- 
tising columns, 


M\HE BOSTON GLOBE, daily and Sunday, for 

the year 1906, printed a total of 444,757 paid 
“want” ads. There wasagain of 17,530 over the 
year 1905, and was 201,569 more than - Saad other 
Boston paper carried for the Year 1 


WORD AD, 10 cents a d cents a day. Datty Enter 
PRISE, Brockton, Mass. Circulation, 10,000, 


MINNESOTA, 


HE MINNEAPOLIS TRIBUNE is the recognized 
Want ad medium of Minneapolis. 


The Minneapolis JOURNAL, Daily 
and Sunday, cerries more clas- 
sitied advertising than any other 
Minneapolis newspaper. No free 
Wants and no Clairvoyant nor 
objectionable medicu: advertise- 
ments printed. Classified Wants 
printed in July, 148.806 lines. In- 
dividual advertirements, 21,529. 
Eight cents per agate line per in- 
sertion, if charged. No ad teken 
for less than 24cents. If cash ac- 
companies order the rate is Ic. a 
word. No ad taken iess than Bic. 


CIRO’LAT’N Te: MINNEAPOLIS TRIBUNE, is 
oldest Minneapolis daily 
and has over 100,000 sub-cribers. 
It publishes over 80 columns of 
GVA Want advertisements every week 
AN at-full price (average of two 
TEED pages a day); no free ads; price 
covers both _ epg] and even- 
y issue: te, 10 cents per 
by Aue Mewes ing issues. ate, 
paper Di'tory line, Daily or Sunday. 


MISSOURL. 
HE Joplin GLoBEe carries more Want ads 
than all other papers in Southwest Missouri 
combined, because it gives results. One centa 
word. Minimum, lic. 


MONTANA, 
TRE Anaconda STANDARD is Montana’s great 
Want-Ad” medium; le. a word, Averaze 
circulat’n (first 6 mos. 1907), 11,187; Sunday, 15,068 


NEW JERSEY. 
TT NEWARK Everine News is the recognized 
Want-ad Medium of New Jersey. 


NY BEWARE, N. J, #&keis ZEITUNG (Daily and 
4 Sunday) reaches bulk of city’s 100,000 Ger- 
mans One cent per word ; 8 cents per month. 


ERSEY CITY EveninG JourRNAL leads all othe 
Hudson County newspapers in the numl . 
of classified ads carried. It —— because ed- 
vertisers get prompt results, 
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NEW YORK. ROVIDENCE TRIBUNE, morning and even- 


‘{\HE FAGLE has no rivals in Brooklyn’s AEE acy ar Oi omnes CONN emcl nOOmY 
classified business. 


LBANY EVENING JouRNAt, astern N. Y.’s SOUTH CAROLINA. 
best paper for Wants and classified ads. Ts ® Columbia STATE (©©) carries 
¥& more Want ads than any other 

South Carolina newspaper. 


AILY ARGUS. Mount Vernon. N.Y. Great- 
est Want ad medium in Westcbester County. 


UFFALO NEWS with over 95,000 circulation, 
isthe only Want Medium in "Buffalo and the CANADA, 

strongest Want Medium in the State, outside of A PRESSE, Montreal. Largest daily circula- 

New York City. tion in Canada witnout exception. (Daily 


A ‘ 100.087. Saturdays 117,000—sworn to.) Carries more 
RINTERS’ INK, published weekly. The rec- | . ; 
rr ognized and jJeaaing Wantaa matt for want ads than any newspaper in Montreal. 


nt Ade want ad mediums, mail order articles, advertis- 
is the ing novelties, printing. typewritten cireuiars, "VHE DatLy TEL“GRAPH, St. John, N. B., is the 
rubber stamps, office devices. adwriting, hulf- want ad medium ot the maritime provinces 
tone making, and practically anything whicn Largest circulation and most,up to-date paper of 

interests and appeais to advertisers and nusi- Eastern Canada. Want Sone cent a word. 

ness men, Classified advertisements, 20 cents Minimum charge 25 cents. ‘ 

a line per B.. flat, six words to a line, acetal 
a RT fi (es Montreal DAILY STAR carries more Want 
Wer DAILY STANDARD. Guaran- advertisements than_ail other Montreal 
teed daily average 1906, 7,000. Centaword. dailies combinea. The FamILy H&RaLD AND 
ee WEEKLY STAR carries more Want advertisements 
than any other weekly paper in Canada. 

OHLO. pile igh a a 
OUNGSTOWN VINDICATOR—Leading “Want” x 
medium. le. per wora. Largest circulation. A coop advertising scheme is em- 

ie ployed by one printer as_ follows: 

OKLAHOMA, Waste stock is made up into small 

HE OKrAHOMAN, Ola. City, 20479. Publishes *€lephone pads, and across the top. are 
more Wants than any 7 Okla. competitors, Ptinted favorite maxims culled from 
Se Fra Elbertus and other philosophers. 
PENNSYLVANIA. Of course, the pad carries the printer’s 

HE Chester, Pa.. TIMES carries from two to imprint, but this is very modest and 
five times more classified ads than any most of the space is left for writing. 
other paper. Greatest circulation, These are distributed among the busi- 
nine ness men and every man who goes to 

RHODE ISLAND, the ’phone to order —— has to do 
Hi! EVENING BULLETIN—By farthelargestcir- it, on this particula printer’s  re- 
culation and the best Want medium in R.I. minder.—T7he Practical Printer, 


TIME FOR WORK. 


This is the time of the year to sharpen your axe 
and chop off all the surplus items which accumu- 
late during the Summer season. Look over your 
ink bills and figure out how much you would have 
saved if you had sent me your orders accom- 
panied by the cash? 

I am willing to wager the difference would 
almost pay your expense during vacation time, 
and on your return to work you would not have a 
it ads lot of ink debts staring you in the face. My 
cent a news ink is the best that money can buy, and is 

sold at the following prices, f. o. b. New York: 
25 Ib. kegs, $ 1.75 








ts per 


«es 50 ‘ 3.25 
. > 6.00 
13.25 

rnized bbis, 25.00 


ig My sample book contains 125 specimens of my colored inks, and can be 
F cer: had for the asking. Money back to dissatisfied purchasers. Address 


nth. 


lother PRINTERS INK JONSON 
cap 17 Spruce Street, - - New York. 
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PRINTERS’ INK. 


COMMERCIAL ART CRITICISM 


BY GEORGE ETHRIDGE, 


41 UNION SQUARE. N.Y. 


READERS OF FRINTERS' INK WILL AECEIVE.,. FREE OF CHARGE! 
Tcastidism OF COMMERCIAL ART MATTER SENT TO MR. ETHRIDGE. 


“Consistency is a jewel”—even 
in advertising. People are nat- 
urally suspicious of anything that 
is radically unnatural and im- 
possible. This Underwood Dev- 
iled Ham design is not only in- 
consistent, but could not print 
well, because of its cloudy exe- 
cution. We often do foolish 
things in camp, but it is highly 
improbable that we would sit 
outside a snug tent on a_ black 
and stormy night and eat deviled 
ham sandwiches even if they 
were par excellence. Judging by 
the size of the can, this camp will 
eat nothing but deviled ham dur. 
ing the entire trip. It would have 





UNDERWOOD’S 
ORIGINAL 


DEVILED HAM 


In camp, piénic, or home, it will be found not 
only pure, but delicious and satisfying. Made only 
of pure spices and sugar-cured ham. There is but 
one deviled ham — Underwood's Red Devil Brand. 
All others are’ imitations, but imitations in name 
only, me more like Underwood's than chalk is like 
cheese. . Send for book of 43 prise receipts. 


WM. VEDERWOOD Co., BOSTON, HASs. 


No.1. 











been possible to have shown an 
inviting moonlit camp, the tent 
and the trees and the daintiness 
of the sandwiches all executed 
without the blemish of gloom 
and darkness. As this illustra- 
tion now stands, it is reminiscent 
of mosquitoes and discomfort, to 
say nothing of the 
woman’s  coiffure, which has 





young 


floated off to join the cloud ef- 
fects. Many of the Underwood 
designs have been good. This is 
not one of them, and the adaption 
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No.2. 





of the same idea, treated clearly, 
as shown in design No, 2, em- 
phasizes the fact that legibility in 
pictorial craft is not an impossi- 
bility. 
* ee. 

Abendroth & Root Mfg. Co. 
feel no need, it would appear, to 
have their advertising read. If 
they have “several tons” of their 
new hand-book ready for distri- 
bution, the fact is a noteworthy 
one and deserves better publicity. 
It has been said that when Jules 
Verne was planning the plate for 
his “Cryptogram” he drew a 
dozen rough drafts, each a little 
more complicated, in his endeavor 
to make the puzzle beyond the 
reach of the average reader. At 
last he achieved what he consid- 
ered his masterpiece, copied it off 
proudly and went for a walk in 
the gardens surrounding _ his 
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home. When he returned, the 
household was aroused by a 
Verne brainstorm. The novelist 
had made the Cryptogram so 
difficult that, after leaving it for 
an hour, he could not make it 
out himself. In their endeavor 
to create new effects and to em- 





All previous lists and discounts withdrawn 





ploy startling mediums, artists 
and advertisers often create pub- 
licity Cryptograms. Simplicity is 
so much more powerful than 
complexity, that there is no need 
to print dusky, white-typed, 
fringe-edged creations for the 
sheer novelty of it. The booklets 
in this design are not distinguish- 
able for there are too many of 
them, the type is clouded, while 
the parchment effect in no wise 
adds to the ‘cleverness of the 
scheme, 


* * 


The use of maimed or injured 
people in advertising is a hazard- 
ous thing. In a machinery de- 
sign, it is all the more question- 
able, although the L. F. Grammes 
& Sons ad has a definite idea in 
mind, when a workman with his 
hand in a sling is shown. Their 
vise prevents accidents no matter 
if you do monkey with .the buzz 
saw, and the gentleman with the 
knocked-out right says, says he: 
“I am innocent,” and so he is. 
It would be much better to throw 
the vise in question up as large 
as the space would allow and pic- 
ture vividly—with a figure—why 
it guards against accident, than 
to display the damaged arm. 
seems absolutely criminal to en- 
courage human weakness, for it 


* 


Its 
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is human to take a peek at 
calamity. There is no denying 
that the side show man, who had 
a spieler throw “fits” every half 
hour in front of his production 
to attract the crowd achieved his 
object, but a better place for in- 
valids and injured workman than 
the advertising pages of the 
magazines, is the nearest local 
hospital. Every design, be it a 








ft was that buckled circular 
saw with bad teeth (Mat did 


Y ws filed in the “make shifts” 
saw vises--vises with jaws 
on twist the saw blades---blades 
that whirr the lumber at your 
body and do you injury. 
THE GRAMMES CIRCULAR SAW VISE 
MAKES CIRCULAR SAWS SAFE 
All iron---finely fitted jaws---adjustable to 
ALL positions...no vibrations---no buckling. 
Fastened in a jilly to any bench or table, 
and sold almost for a song. 
Isn't your lile-.-the lives 
of your sawyers, and their 
limbs worth $7 50 to you. 
Thee sites-- $7.50 cach 
Say what ses sows you want, 
to bie 


L. F. GRAMMES 
& SONS, 
Allentown, Pa. 











pin-cushion, 
by its 
pleasing, 
useful 


or a 


purchase, 


safety vise 
should _ invite 
representation of the 
practical and altogether 
points of an article, 
* * 


mechanical 
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Some genius has 








STA-RITE 


‘Trade Mark Reg. U.& vat 


Motor Man 21: 
eat tetas Aon eeeceter eter haere 
Tks ene eet 


= hae 
ey The R. E. HARDY CO,, 86 Watts St., New York City. 
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lately perfected a magnifying in- 
strument that enlarges an object 
three hundred times greater than 
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any glass heretofore known. A 
drop of water becomes an ocean 
and the smallest insect a monster 
of false proportions. Why should 
not the advertiser seek out this 
mechanism and introduce it into 
his designs. The old-fashioned 
enlarging glass has been worked 
to the last frazzle; it deserves to 
be pensioned and laid away in 
some kindly “Home for Afflicted 
and Abused Advertising Devices.” 
It is safe to say that when you 
see a magnifying glass in an ad- 
vertising design these days, some- 
one has despaired of originating 
something that is “just as good.” 
In the “Sta-right” sketch, the 
glass is a superfluous article. If 
the motorist could not distinguish 
the merits of an article even 
larger than himself with his 
naked eye, he should consult an 
oculist. There are times when 
the glass materially strengthens a 
design—this is not one of them. 
—— $9 


SupPosE your newspaper published 
the same news items every day. How 
long would you continue to read that 
newspaper? How long can you ex- 
pect people to read your advertising if 
you continue to use the same old copy, 
day after day, week after week, month 
after month, year after year ?—Profit- 
able Advertising. 








Advertisements. 


Advertisements in * Printers’ Ink” cost twenty 
cents a line or forty dollars a page (299 lines) 
Sor each insertion, $10.40 a line per year. Five 
per cent discount muy be deducted if payment 
accompanies copy and order for insertion 
and ten per cent on yearly contract paid 
wholly in advance. Ifa specified position is 
demanded for an ade ertisement, and granted, 
double price will bz charged. 


WANTS, 


D° you want sensible expert medical argu- 
ments! E. 8, BARKER, care Printers’ Ink. 
LLUSTRATED FARM SERVICE for dailies 
Page mats or any way to suit. ASSOCIATED 
FARM PRESS, 112 Dearborn St., Chicago. 


DVERTISING MAN, age %. thoroughly cap- 
able ad writer, will be open for an engage- 
ment by Oct, ist. Alreferences. “B. D.,” care P. I. 


f \goe= circulation of the New York World, 

morning edition, exceeds that of any other 
mcrning newspaper in America by more than 
100,000 copies per day. 


ea. in various lines for leading depart 
ment store: exce tional opportunity for 
capabie men, write to-day giving record in full, 
HAPGOODS, 305 Broadway, N. Y. 
D MGR. of large trust company desires simi- 
lar position in Kast, preferably N.Y.; Prince- 
ton graduate; newspaper man, 4 years’ successful 
bank and reaity advertiser; age 30; gilt-edged re- 
terences. Address“ P. P.,” Printers’ Ink. 
RACTICAL NEWSPAPER MEN WANTED to 
fill desirable fe"man now open. We can 
give wa! —— man the 0 ee oy eg for 
0. 


advance r free 7. 
FERNALD *EWSPAPLR MEN’s EXCHANGE, 


Springfield, 


PRINTERS’ INK. 


IGH-CLASS promoter wanted, who can 
interest men with big capital in develop 
ment enterprise at mouth of Columbia river 
gel money tothe right man. Address JOHN 
H. WHYTE, manager, Chamber of Commerce, 
oa 8ll, Astoria, Uregon, 


+6 4 DVERTISERS’ MAGAZINE”—THE West- 

ERN MONTHLY should be read vy every 
advertiser and mail-order dealer. Best “Schoo! 
of Aavertising” in existence. Trial subscription 
ten cents, Sample copy free. THE WESTERN 
MONTHLY, 815 Grand Ave., Kansas City, Mo. 


A GOOD SOLICITOR wanted by an old and 
a well-established advertising agency in New 
York City. Must have demonstrated his ability 
po secure new business. This isa fine opportun- 

for a man who can actually make good. 
W rite, giving age, experience and references, 
“ERA,” care of Printers’ Ink, 


Wy ‘YOUNG MEN AND WOMEN 

of ability who seek positio.s as adwriters 
aud ad managers should use the ciassified cul- 
umns of PRINTERS’ INK, the business journal for 
advertisers, published weekly at 10 Spruce Si., 
New York. Such adverti sements wall be inserted 
at 20 cents per live, six wordsto the line. PRINT- 
ERs’ INK 1s the vest school for advertisers, and it 
reaches every week more employing aavertisers 
than any otuer publication in in the United States, 


COPY WRITER and EDITOR 


with several years’ experience in an Advertising 
Agency noted for its telling Copy and unusual 
(not fantastic) lay-outs, wishes to make a 
change. Will write copy and oversee printing 
and advertising, by the piece or time arrange- 
ment, for a printer, edvertising agency or a 
business house (New York preferred). Address 
“COPY AND DESIGNS,” care of Printers’ Ink. 
ANTED—Clerks and others with common 
school educations only, who wish to quél- 
ity forreaay positions at $25 a week and over, to 

write for free copy of my new prospectus an: 
endorsements from leading concerns every- 
where. One graduate fills $8,000 place, another 
$5,000, and any number earn $1,500. The best 
clothing adwriter in New York owes bis suc- 
cess within a few months to my teachings. Dc- 

mana exceeds suppiy 
GEORGE H. POWELL Advertising and Roat- 
ness Expert. 471 Metropolitan Annex, New York. 
a Ss 
CARD INDEX SUPPLIES. 


G*. prices on Stock Cards and Special Forms 

from manufacturers. Cards furnished tor 

all makes of cabinets. Special discounts to 

Printing Trade. 

STANDARD INDEX CARD COMPANY, 
(07-709 Arch St.. Philadelphia, Pa. 

et 

ADVERTISING MEDIA 


yect., Ohio, has 6,000 people; 4,000 more live 

on its six rural routes, “The RECORD, only 
daily, reaches 7.000 of them. Minimum rate, 4c. 
inch, net, plates; typesetting, 5c. inch. 


HE CALIFORNIA CULTIVATOR, Offices at Los 
Angeles and San Franci:co, is the only Agri- 
cultura), Live Stock, Fruit and Poultry Magazine 
ublished in California entitled to a place on the 
ollof Honor, Best adv. medium in the state. 


PRINTERS. 


Wen print catalogues, booklets. circulars, acy 
atter—ail kinds, Write for prices, TH! 
BLAIR PTG. Cvu,, 514 Main St.. Cincinnati, 0. 


-_+«<>-—____—— 
MAILING MACHINES, 
‘HE Sige ober op "OFA R. lite a 
$14.50. 


quickest. Price k, 
Mfr., 178 ‘Vermont St., Buffalo, 


—_—_—_—_~o>—_—__ 
COIN MA ILER. 


$2 60 PER 1,000. For 6 coins $3. Any printing. 
(Pade ACME COIN CARRIER CO., Burlington,la. 
ae io cee 
COIN CARDS. 


PER 1,000. Less for more; any peineing. 
THE GOIN WRAPPER Co.. Detroit, Mich. 


$3 
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PRINTING. 


ROMPT delivery of r of highest quality printed 
business torms and advertising maiter, is 
our specialty. Let us estumate on your next 
order. If your job is a very technical one or re- 
quires exactness in all respects we can suit you. 
THE BOULTON PRESS, Drawer 9, Cuba, N. Y. 
—_+or- 
PREMIUMS. 
T HOUSANDS of suggestive premiums suitable 
for publishers and others from the foremost 
makers and wholesale dealers in jewelry anc 
kindred wr 500- page list price illustrated 
catalogue. (@©) Greatest book of its kind, 
Published annually, 35th issue now ready ; free. 
8. F. MYERS CO., 47w. and 49 Maiden Lane, N. Y. 
——_1>>—_—_—- 


ADVERTISING AGENCIES, 


D A. O°GORMAN AGENCY, 1 Madison Ave., 
e N.Y. Medical Journal advg. exclusively. 
Awe URAL and Newspaper Advertising. 
A.C. THEGEN AGIENCY.422 Drexel Bdg., Phila, 
IRELAND ADVERTISING AGENCY, 
2015 Tribune Building, New York, 
925 Chestnut Street. PhilaaelpLia. 
LBERT *RANK & CU.,, 25 Broad Street, N. Y. 
General advertising’ Agents. Establishea 
1872. Chicago. Boston. Philadelphia. Advertis- 
ingof ail kinds placed in every part of the world, 
——__+»>-__—_ 


HALF-TONES. 


W RITE for samples and prices. STANDARD 
ENGKAVING CO.. 560 7th Ave.. New York. 
W. makea specialty of halt-tones and color 
plates for post cards, Send for samples 
ENGRAVING 


He 


and prices. BALTIMORE, MD., 
CO., 24 8, Charles Street. 
N®3 — are R HALF-TONES. 

3; 8x4, $1; 4x5, $1.60, 
pana mite aan accompanies the order. 


Sena for sam 
KNOXVILLE NGRAVINGCO., Knoxville, Tenn. 


ALF-TONE or line productions. 10 square 

inches or smaller, ee prepaid, 7ic.; 

6 or more, die Casa with order. All 

newspaper screens. Service day and nigbt. 

bbc for circulars. Keferences furnisbca, 

aper + eee bP, O. Box 815, 
Philadel phia, a. 


> 
PAPER, 
B BASSETT & SUTPHIN, 
62 Lafayette st.. New York City 


Coated papversa specialty. Diamond 4 ‘perfect. 
Write for high-grade catalogues, 


BOOKLETS, 


BOOKLETS} "72 | 


8“ 18/10 “ 40 
3 pages, 5144 x34. Good paper. Sample free. 
THOMAS H. STUART, 45 Rose St., N. Y. 


PUBLISHING = OPPORTUNI- 
WILL buy" buy a splendid 


510 0, 00 0 trade pee | property 
Ww ‘hich will net $15,000 annually. Its 
Teld is important and the right 
Nene Keene | —— a great business. 
Can be disclosed 0: to principals 
Qualified to = ° vcegea 
ERSON P. HARRIS, 
a in Publishing Property, 
253 Broadway, New York. 
—_———— er" 


BILLPOSTING AND DISTRIBUTING. 


VARNEY & GREEN control the posting in 
more than thirty California towns and 
cities, including San Francisco, Onrkiland, Ala- 
meda, Berkeley, San “Jose and others in the 
north; Los Angeles, Santa Barbara, Riverside, 
Redlands, San Bernardino and othersin Southern 
Califo San ncisco office, Stevenson near 
lith 8t, Los Angeles office, 229 San Pedro 8t, 
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FOR SALE. 


Pp® NTERS’ INK tack numbers for 1900-1905, 
$15.00, H. SENIOR & CO., 10 Spruce St., N. Y. 


OR SALE—Six second-hand make up tables, 
7-column size, and chases to go with them. 
THE DAY, New London, Conn. 


INK MANUFACTURING PLANT 


FORSALE. One three Roller Mill for steam 
or water connections. Three Roller Mil! for 
regular Job Inks, two Roller Mill for News Ink;, 
Core Mill for l’oster Inks, two mixers for Job 
and News Inks respectively, 100 gallon Steam 
Boiler for News and Book Varnishes. Stock, 
Utensils and Materials— —inventory $4,500. For- 
mulas for News, Book and Job Inks—ali colors, 
Varnishes, Kinders’ Cement, lioller Composition, 
Klastine, Office Paste and Edging Fluid. ‘ihe 
formulas alone are worth our complete selli g 
price—they are the perfection of over 13 years’ 
experience. The price complete is $4,500—an' nd 
it is an exceptional bargain. Address “G. M. 
C.,” Printers’ Ink. 


SUPPLIES. 


D. WILSON PRINTING LNK CoO., Limited, 
e of 17Spruce St., New York, sell more mag- 
azine cut inks than any other ink house ip the 


Special prices to cash buyers. 


ASTE for shipping yoy mailing wrappers, 
trunk linings, cigar box is sbels and all other 
purposes. Bernard’s Cold Water Paste is posi- 
tively best. Vi pene oes — Co. use 
it exclusively in 16 factor le free. 
BERNARD'S P. ASTE DE PS RTMEN] Rector 
Building, Chicago. 


PATENTS, 


peamPATENTS that PROTECT 
Our 5 books for Inv _—- mailed on recotps 
of 6 cts. stamps. KR. 8. & A. B. aa 
Washington. Db. O, Extab. 1869 


—__+)—__——. 


ADVENTISING NOVELTIES. 


UY advertising novelties of the manufact- 
urer; 2 samples, 10c.; Toothpick cases, = 
per 1000, Steel nail file, in leather case, $30 
1000, your ad on. J.C. KENYON, Mfr., Owego, YY. 
—+>—_—_———- 


BOOKS, 


Forty Years an Advertising Agent 
BY GEORGE P. KOWELL. 

The first authentic history and exhaustive nar- 
rative of the development and evolution of 
American advertising as a real business force. 
The remainder of the edition \ seer ome elast 
year) is now offered for sale. bout 600 pages, 
ited set in long primer, with many half-tone 
por raits Cloth and gola. Price $2, prepaid. 

HE PRINTERS’ INK PUBLISHL G Cco., 10 
Fell. St., New York, 
eS 
STEREOTYPE OUTFITS, 


oT simplex stereotyping outfits. No heat- 
ing of type in the Cold Simplex stereotyping 
Process. Superior plates, ooklet for two 
stamps. ENRKY KAUHKS, 240 East 33d Street, 
New York. 








a 
AD-WRITER. 


50 Ad-Writers Wanted 


by an Advertising an, for its various 
ae r ts of aivertis- 
ing will be given due consideration. Address 
“iNTERNATIO NAL,” Sub Station 16, Buffaio,N.Y- 





DIAMONDS. 


a asily © j» Pay 
one-fifth on delivery, ob daca 8 monthly Damen 


FTIS oricivs free. Write t 
JOF Tis Original Diamond & Watsh Credit House, 
8805.80. Dept. K 179 92 State St,, Chicago, th. 
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READY-MADE ADVERTISEMENTS. 


Readers of PRINTERS’ INK are invited to send model advertisements, ideas for window 
cards orcirculars, und any other suggestious for bettering this departinent, 








Tue Soutn Benp “TRIBUNE,” 
Tribune Printing Co., Proprietors, 
The Tribune Building. 
Soutu BeEnp, 

Editor Ready Made Department: 

Dear Sir—We enclose clippings of 
three ads that have appeared recently 
in the Tribune with reference to the 
Arnoid Abstract and Title business. 
The advertiser, while he admits that 
his business has increased materially, 
thinks that he is unable to trace re- 
sults direct to his newspaper advertis- 
ing and seems in doubt as to whether 
or not he is on the right track. We 
admit that he has a rather dry subject 
to deal with but have endeavored to 
convince him that his method of 
handling the subject and the typo- 
graphical arrangement are all right. 
We would like to have your opinion. 

Yours very truly, 
(Signed) 


TRIBUNE PRINTING Co. 

I certainly agree with you that 
your advertiser is on the right 
track so far as the style and qual- 
ity of his copy is concerned, but 
he is decidedly wrong in expect- 
ing to trace many, perhaps any, 
direct returns from a few small 
ads. He can be reasonably sure, 
however, that the increase in 
business has not been a mere 
coincidence. Not one man in a 
hundred who goes to the Arnold 
people for their service, as a re- 
sult of their advertising, will ever 
think far enough to mention the 
advertising, and many who are 
influenced by it will not be able 
to say, a few weeks after, just 
what it was that led them to pat- 
ronize this particular concern. 
It seems to me that few lines 
present more possibilities for 
profitable advertising than does 
‘he abstract business. It is a 
service which practically every 
real estate buyer should want— 
one that will be much more gen- 
erally employed if abstract con- 
cerns will use the newspapers 
more liberally and intelligently in 
exploiting their service and _ its 
importance. These ads I regard 
as excellent examples, particular- 
ly the one which cites a specific 
case, and in my opinion § such 
copy can hardly fail to pay, with- 
out regard to direct, traceable 
returns. 


Ind. 








CAREFUL WHAT YOU SIGN. 
Show What 


BE 


Abstracts Other People 


Have Signed. 


A few years ago the county was 
flooded with a gang of swindlers go- 
ing about selling small articles and at 
each sale requiring the purchaser to 
give a receipt for the money. Not 
one man in ten would read what he 
signed. 

In two or three weeks these “re- 
ceipts’” would be sold to some local 
bank, but would in fact be straight 
promissory notes. Thousands of peo- 
ple were swindled until no one now 
signs a paper until he has first read 
it carefully. 

Mr. Real Estate Purchaser, it is just 
necessary to read what the other 
has signed if it binds you. 
Abstract prepared by the Arnold 
L and Title Guaranty Company 
will show you everything any former 
owner has signed that binds _ subse- 
quent purchasers. 

It pays to have the Arnold Abstract 
and Title Guaranty Company prepare 
your abstracts, 

With $20,000 to back what it says 
Abstract prepared and certified by 
Arnold Abstract and Title Guar- 
anty Company, guarantees safety. 

Call _and see us over 115 North 
Main Street. 


err D 
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ABSTRACT AND TITLE 
JARANTY COMPANY. 
F Bh M. Jackson, President. 


EXPENSIVE LAW SUITS AVOID- 
ED BY THE USE OF THE 
ARNOLD ABSTRACT. 

Some years ago when the Recorder 
was not so careful as he is now sup- 
posed to be, a deed was recorded and 
the Recorder made a mistake in the 
description. The parties who made 
that deed were dead leaving only 
minor heirs. An expensive lawsuit was 
in sight. An Abstract was prepared by 
the Arnold Abstract and Title Guaran- 
ty Company. The Abstract books, 
however, showed that the property had 
been correctly described in the deed. 
It then became a question as to which 
was correct, the county records or the 
Arnold Abstract books. A search was 
made for the original deed. The rea! 
estate agent would have it the deed 
was found and compared. The Arnold 
Abstract won. The lawsuit spoiled. 
the title cleared and the sale made, all 
at the expense of $1.10. 
It pays to have the Arnold Abstract 
and Title Guaranty Company prepare 
your Abstracts. 
Call and see 
know about titles, 

Main Street. 
ARNOLD ABSTRACT AND_ TITLE 
sUARANTY COMPANY. 

M. Jackson, President. 





us when you want to 
Over 115 North 


Francis 
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Tue Sacinaw Eventnc News Co., 
Publishers of the Daily News, the 
Evening News. 

Sacinaw, Mich. 
Editor Ready Made Department: 
Dear Str—I enclose an ad that was 
run in the Saginaw Evening News for 
three nights and was copied by the 
Courier-Herald of this city. I wrote 
the ad and wish you might say as to 
its quality for a drug store ad. 
You publish a magazine that is a 
“hummer.” 
With best wishes, I remain, 
your readers and admirers, 
(Signed) Geo. A. DANSKIN. 


The ad referred to, reprinted 
below, is all right for something 
that is a little out of the ordin- 
ary, and with which to vary the 
usual prescription talk, but it 
lacks directness and force. There 
is nothing new about ads that tell 
of double checking in the com- 
pounding of prescriptions, but I 
believe that something along that 
ing that indicates the 
care taken in such work—would 
be more effective. Take, for in- 


one of 





stance, a list of the drugs that 
are commonly substituted, or only 
two or three of those most com- 
monly substituted, 


and tell why 
the substitutes should not be used 
—why they are not used in this 
particular store. That, it seems 
to me, would be much more im- 
pressive. 


QUINTESSENCE 
MOST ESSENTIAL 
ANYTHING 
The essentials are what you want. 
The essentials in. the drug business 
must be what you can depend on. They 
often mean the dividing line between 
life and death. How importagt, there- 
fore, that you get the essentials in 
the drug line where there is no doubt 
about quality or accuracy. 
CULVER-DEISLER CO., 
Druggists, 
Genesee and Jefferson Aves. 


“Greatly Reduced Prices’ Is 
Indefinite and Unsatisfactory to the 
Man Who Wants ‘to Know Tow 
Much?” From the Meridian (Miss.) 
Star. 





MEANS THE 
PART OF 





Very 


While we do not - advocate 
Special Sales, it is our de- 
sire to clean out our stock 
of clothing at the end of 
each season, 

Hence we are offering 
clean and up-to-date Mer- 
chandise at greatly reduced 
prices, 

ALEX. LOEB, 


The Reliable Clothier, 
Meridian, Miss, 
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Very Good; but I Believe That 
“Typhoid Fever Increases’ Would 
Have Made a More Effective Head. 
From the Wilmington (Del.) Jour- 
nal. 


Once More a 


rhe Warning ! 

Typhoid fever increases 
and the people are advised 
to use every precaution to 
prevent the spread of this 
dread disease. Keep your 
health good by drinking 
Kiamensi. 

This spring water is abso- 
lutely pure. No pollution. 
No disease germs, Have a 
supply of the finest drink- 
ing water in the country 
served right at your door. 

In lots of five gallons, 
7 cents a gallon. 

In lots of two gallons, 8 
cents a gallon. 

One gallon 
cents each. 

A reasonable discount 
made on large quantities. 
KIAMENSI SPRINGS CO. 

Office, 208 W. 7th St., 

Wilmington, Del. 
D. & A. ’Phone 5286. 
Automatic ’Phone 3261. 





bottles, 10 








A Good Brand of Talk. 
Toledo (O.) News-Bee. 


From the 


Many An 

Order From 

Old Friends Come 
Here By ’Phone. 


“You know how the sit- 
ting room is furnished— 
send out a rocker you think 
would harmonize with the 
rest of the room.” 

Many an order like that 
comes in over the ‘phone 
from old patrons who have 
full faith in the integrity 
and good judgment of this 
store. 

We’d rather have that 
feeling of implicit confi- 
dence on the part of one 
thousand customers than to 
have ten thousand custom 
ers who entered the store— 
as they do some _ other 
stores—with the uneasy 
feeling that they might be 
tricked before they get out. 

We promise you no “phe- 
nomenal bargains” here be- 
cause phenomenal _ bargains 
are a myth. But we do 
promise you an honest dol- 
lar’s worth of value—and 
our word js good. 

DRAPER & NUGENT, 

Toledo, Ohio. 
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Camp’s ADVERTISING AGENC 
General Newspaper and Siamese Ad- . — OS Se ne 7 
vertising. on Servants for the Performance of 
We Push the Mediums That Pull ‘ 
pels wimg we ng ull, Housework. From the Montgomery 
WILKESBARRE, Pa (Ala.) Advertiser. 
Editor Ready Made Department: , 
wy aa ogee ee to ads ap- 
peared in the Jilkesbarre Leader. i 
vir: ccd a ag attempt at display ad. a 
vertising. May I have your criticism? 
, find PRINTERS’ INK very helpful arvenss 
ma cnxiousty await the coming of Py ncencncrgy be state that 
C r. ervant pro 
Very truly yours, section of the cane oe 
Mrs.-E. E. Camp. yp one of a great deal 
: = of concern. 
They are good ads, “each mak- k Housekeepers | too | well 
ing a single point and making it 22 ll ge My boc pn oa 
e 
effectively. The one on framing anywhere. Since this is ‘the 
is especially good, because it in- ad therefore, we must 
dicates knowledge and good taste Sule sean” ra mod 
in picture framing, a thing which ing cooking appliances 
will be particularly appreciated —_ oe a 
by many who realize their own ete AP ad saciicaies 
lack of knowledge on this sub- Are you going to be con- 
ject, tent, to slave and never 
a As long as you per- 
* ; 
HARMONY IS THE SECRET coal oe a Wy ped ‘ 
- oe picture framing. <A years ago—to adorn vont 
=. ot which we make a careful aged _ AE phy multiply- 
The frame should be unobstrusive— Our ite res tal 
never so ornate as to attract more at- be glad ‘o oe the = 
— os the picture. *Phone 2720. ee 
the picture is a quiet, restful 
scene, hee the frame Pe) ie tor ‘MONTGOMERY LIGHT & 
respondingly simple. Bolder picture WATER. POW 
should have more showy eae. rr Montgo hig aa 
Let us show you the dainty frames ene, oe 
a ee nme | to the exceptionally 
pretty water colors just received fror I 
ng 0, enti m | Unusually Good Copy for a Line Too 
EISER’S ART STORE, Much Neglected in Advertising. 
135 South Main Street. ;, . 
. From the Danbury (Conn.) News 
WE HAVE ye KINDS OF r , 
URE 
that it will probably bother you t i 
one ‘. ene. But that’s the om — 
people like to be bothered, ertal 
It isn’t like the bother of going to aty. 
several different stores and then find- If you buy a’carriage of 
ing nothing to suit you. Our summer me you are certain of a 
stock of Pictures, Mirrors, Fancy Oval number of facts, among 
and Square Frames, Molding, etc., is others that it has not cost 
big an complete. Come in any tiene you a cent more than it is ‘ 
and fake a look worth, that it is just exactly 
KEISER’S - ART STORE, as represented, that it will 
135 South Main Street. neo nage e ordinary ve- 
hicles and always look fine. 
tor a Camera. From the Washington Then again you have here 
(Pa.) Reporter. such a large number for 
en you can get ex- 
A 20th we Phy EE 
Century Historian. ca tan ae ee oe 
ome and lo 
Let the Eastman Kodak stock of vehicles Resi 0 
write an illustrated history like to have you, even if 
of oe summer holidays. you don’t care to buy just 
_ If it is not an Eastman it now. It is well to ‘be post- 
is not a Kodak, and if it is ed, and there’s no_ better 
not a kodak you will re- spot to learn latest styles in 
gret the parchase, carriages than right here. 
1 to $20. r 
L. S$. VOWELL, eo a 
62 South Main St,, oe 
Washington, Pa, ~ Danbury, Conn. 


























PRINTERS’ INK. 


The Tide Table Should Prove a Good 
Lure. rom the ew aven 
(Conn.) Palladium. 


Catching Fish. 


Some people who go fish- 
ing never catch anything 
except an occasional cold 
and the last car home while 
other people come home 
with all the fish they can 
carry. Sometimes it’s luck, 
but usually it’s skill and 
tackle that does it. 

We sell fishing tackle that 
catches fish. Fishermen 
have found this out and we 
are enjoying a great repu- 
tation among the fraternity 
—and that’s no fish story. 

We want to sell you 
tackle, too. Ask for a tide 
table. 


THE —_, = BASSETT 
PANY,. 
754 Chapel ‘St 320 State St. 
New Haven, Conn. 


An Excellent Ad. From 
Haven (Conn.) Palladium, 


the 








“Sunny 
Mountain” 


Oranges are popular 
that we have ‘me fit to put 
quite a quantity in cold 
storage in order that our 
customers may enjoy this 
delicious fruit after it is 
sunposed to be out of mar- 
ket. We advise buying it 
in small quantities, and 
often, for they are short 
lived and we do not guar- 
antee them to keep over 
night. 
Sunny 
Fruit, too. 


J. B. JUDSON, 
The Mirror Fruit Store, 
856 Chapel Street. 
New Haven, Conn. 


Mountain Grape 








the 


Danbury 


Very Good. From 


(Conn., News. 








ood. From the Bangor (Me.) Daily 
ommercial. 


The “Medicine 
Men” at Sweet’s 





Auto Goggles. 

The best is none too good 
for your eyes. 

Our Motor Goggles are 


—our prescription clerks— 
now have ideal quarters in 


the best because they have 
optically perfect lenses and 
not the cheap window glass 


which to carry on_ their 
work. They have more 
room than before, better 
light, and are secluded and 
free from interruptions. 
The result cannot help 
meaning still better service 
in our prescription depart- 
ment—as you'll find, if you 
send or hand us your pre- 
scriptions. 
Prompt, 
always. 


CALDWELL SWEET Co., 
26 Main Street, 
Bangor, Me. 


variety commonly used. 
The lenses are ground 
plain, without focus’ or 
power. If desired they can 
be ground to correspond 
with the prescription of 
vour glasses, thus saving 
the necessity of ne 
both glasses and goggles. 


G. H. WILKINSON, 
Optometrist, 
209 Main Street, 
Danbury, Conn. 


careful service 











r An Attractive Proposition, From 


‘ Washington (N. J.) Star. 


but Better 
Rugs Made 














Room for Improvement, 
Than the Average for 
Business. From the 
(Pa.) Daily Notes. 


the Lumber 
Cannonsburg 





The Big Stick. 


Whether you want to buy 
one stick or enough lumber 
to build a town we shall be 
glad to have your order, as 
we are in a position to fur- 
nish material for large as 
well as small jobs. “If it’s 
for the builder we have it.’ 


REED & SHORT, 
Dealers in Builders’ 
plies, 
Phone, Cannonsburg 

50-L, 


Houston, Pa. 


Sup- 
Bell 
Avella, Pa. 

















From Worn 
Out Carpets. 


You send your old Car- 
pets—dirt and all—to us, 
we pay the freight, and, 
with ingenious machinery, 
we clean, pull apart and _re- 
weave them into beautiful, 
durable Rugs—alike on both 
sides. Ve employ no 
agents. Write for Booklet 
—it’s free. 


GEO. P. SEIBERT, 
526 Northampton St., 
Easton, Pa, 
Established 1844. 
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A JOURNAL FOR ADVERTISERS. 








VoL. LX. NEW YORK, SEPTEMBER II, 1007. No. 11. 





Building Upa Net Circulation 


A LETTER FROM A PUBLISHER. 





Printers’ Ink found the following’ communication in its 
mail the other morning: 


NEw YORK, September 2, 1907. 
Mr. GEORGE P. ROWELL, 
* - Printers’ Ink, New York. 


DrAR MR. ROWELL: 

The mantle of modesty and reserve occasionally drops from 
the present writer’s shoulder when he becomes excited, which must 
be the excuse for this letter. 

Last fall and winter I devoted myself to getting new sub- 
scribers for the WoRLD’s Work, the kind of yearly paid in 
advance variety which in these degenerate days is so hard to 
come by. : 

Labor, accompanied by an idea or two, secured for us between 
80,000 and 40,000 more subscribers than we had the year before 
(which up to that time was high water mark). 

For a three-dollar magazine I thought this was an exceptional 
increase, and represented a good opportunity to advertisers when 
the price of the advertising was not raised. But I have talked with 
a few advertising friends and agents who seemed to know noth- 
ing of last winter’s work, and that the magazine is yielding adver- 
tisers at least a third more than ever before. 

Our own advertising department say that they have told the 
tale, but as they shout upon the housetop about everything they 
have kindly consented to let me-write this letter. 

‘ Yours truly, 
F. N. DOUBLEDAY. 


P. 8.—We still have a good circulation scheme for the winter 
of 1907-’08 left. 
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